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PONTON LISTS ARE COMPILED 
BY IBM ELECTRONIC EQUIPMENT 
FOR MORE THOROUGH COVERAGE OF 
ACCURATE LISTINGS. FULL SELECTION 
ELECTRONICALLY CONTROLLED. 


Complete from A to Z...a compendium of professions, trades, manufac- 
turers, wholesalers, dealers, agents, income brackets, vocations, home owners, 
hobbies . . . over 4,000 alphabetically classified lists. 


United States or foreign . . . it pin-points the list for you to find your prospects... Open new ae 
markets, or expand existing ones... find virgin research areas... even locate lost customers. . 
Whatever your need, if the list can be compiled on the basis of available and substantial 
evidence, it is in the PONTON CATALOG or we will build one for you with 

PONTON SELECTRONICS. The PONTON LIST guarantees comprehensive area coverage . . . 
electronic selection to eliminate human error . . . instantaneous compilation. When we act - oe 
as your direct mail department, every detail is ours from addressing to mailing. 
PONTON has available 115 million names... 
carefully and accurately set-up to include both 

individual and business names. 


W. S. PONTON, Inc. 


Sales Office and Production Plant 
44 HONECK STREET, ENGLEWOOD, N. J. 


Phone: ENglewood 4-5200 


New York Phone: 
MUrray Hill 7-5311 
(direct connection to Englewood) 


MAIL LIST IS IN THE PONTON CATALOG! 


Is this where 
they file your letters? 


Why not give your form letters that 
“Hand Typed” look that gets them read! 


Now you can give form letters all the interest and 
appeal of a personally dictated letter — for as little 
as a penny a page! 

Robotyper works something like a player piano 

1960 style. Automatically types from 150 to 

250 letters a day with an electric typewriter. 

Want to personalize them’? Robotyper stops at 
any selected point. Lets you type in dates, names 
or figures. If one Robotyper isn't enough, you can 
hook up two, three, or even four together. One 
typist can easily operate them all 

Robotyper can also be used to compose and type 
routine business letters. Simply make up a list of 
standard paragraphs covering most usual situa 
tions. Check off the proper paragraphs for any 
given letter. Robotyper does the rest. 

And it’s all so easy! Any typist who can push a 
button can operate a Robotyper. It takes only 
minutes a day from her regular work. 


If you send out form letters, reports, or bulletins, 
get the money-saving story on Robotypers. Write 
today to the nearest Royal Typewriter Company 
branch for a free descriptive folder 


ROBOTYPER multiplies an electric typewriter’s 
output 4 to 16 times 


A ROBOTYPERS 


Electrics + Standards + Portables+ Roytype* Business Supplies 


yotypers” are manufactured by Kobotyper Corporation, a subsidiary of Royal McBee Corp 
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Speak of moderns 
without contempt, 
andof the ancients 


without idolatry. ” 
= Lord Chesterfield 


The oldest tools of di- 
rect mail are a letter, a 
reply card and an en- 
velope. 23 years ago we 
combined these ele- 
ments into Reply-O- 
Letter, the letter with 
the Built-In reply card, 
mailed in a window en- 
velope. 
Through the years, 
we've gathered together 
some of the best minds 
in the industry —writers 
and artists who help our 
customers create top 
drawer selling copy. 
This is a strong combi- 
nation, and it gets re- 
sults. 
Ancient or modern, as 
ou see it, Reply-O- 
tter costs little, deliv. 
ers much. And, as al- 
ways, the creative help 
you permit us to give 
you — costs nothing. All 
you need is a continu- 
ing use for good direct 
mail. 


231d year of Service to 
organizations in every field 


CARNEGIE ENDOWM'NT for INTER. PEACE 
NEW ENGLAND JOURNAL OF MEDICINE 
ATOMIC DEVEL. SECURITIES ConP 
EQUITABLE LIFE, NEW YORK 
WILLMARK SERVICE SYSTEM 
POPULAR MECHANICS 
AIR REDUCTION 


& HOWELL / 


the 
reply-o-letter 


7 CENTRAL PARK WEST 
WEW YORK 23, 
CMCLE Sorte 


Offices 
BOSTON CHICAGO CLEVELAND DETRON 1ORONTO 


THE REPORTER OF 


Direct Mail 


advertising 

224 Seventh Street, Garden City, N. Y. Ploneer 6-1837 
A MAGAZINE DEVOTED EXCLUSIVELY TO CONTACT BY MAIL 
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sHont Notes 

My Mate Onoen Dav by Jared Abbeon 

Cory Paul Bringe 

Keep Ante Cory by Orville Reed 

Tut wasan Skercnes of Dinect Mau. Success by Peter Shugart 


SCOTTLEBUTT hy Henry Hoke 


FEATURES 


Tue Stony oF a Jim McAdam, Emery Air Freight 
Corp 


Wonkeo Best’ 


How 8 Mustion Douste-Dory Pea Yean Baine Bosiness Bovens « 
Sercens Tocerwen 


Man. Sotves toe ContstMas Loor Prostem by Chet Sloane, Circula 
tion Associates, Ine 


Camraton Heres Conguen 
Macic Inx Proouction 
Canvs Caw Reveat Lost Avrtats 


A Sentous Paoscem——by Henry Hoke. 


Henry Hoke, Henry Hoke, Jr. Publisher 

Dudley Lutkin, Field Editor John Patatio, Jr. Eastern Advertising 

M. L. Strutzenberg, Business Manager L. Mitchell, Western Advertising 
F. Stern, Circulation 


Direct Moll Advertising is published monthly of 229 West 28th Street, 

> yeer. Second Class Mailing Privileges 

entry et Mew York, NM. Y. Copyright 

Advertising, inc. Western Seles Office: H. L. 

Mitchell Associetes, 3087 Seturn Ave., Huntington Perk, Colifornie. LUdiew 5-4668. 

The Reporter is independently owned ond operoted. In addition to thousands of reguior 

subscribers, all Members of the Direct Mall Advertising Associction receive The Reporter 
@8 on Association service. Port of their annuol dues poys for o subscription. 
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Americans read more magazines, newspapers and books 


our way of life than any other people. 


The printed word educates, entertains and enlightens... 


is built on printing 
~ =) It promotes new products, services and ideas. 
“ Small wonder why 168,000,000 Americans live so well. 
or 


INTERNATIONAL PAPE 


IS 


white HUDSON GLOSS 


An outstanding, improved process-coated paper. 


Other tine quality Mill Brand 


printing papers by International 


Super-calendered to give a high gloss for quality letterpress 


printing of «ialogs, cook books, house-organs, time-tables, 


travel folders, booklets and broadsides, using 110-120 line halftones. 


Available at low cost in 50-60 and 70 pound weights through 


leading paper merchants. Write for sample book. 


Please use your business letterhead, or consult 


your leading paper merchant. 


ADIRONDACK BOND 
ADIRONDACK LEDGER 
BEESWING MANIFOLD 
INTERNATIONAL DUPLICATOR 
INTERNATIONAL MIMEO SCRIPT 
INTERNATIONAL TI-OPAKE 
INTERNATIONAL OFFSET 
SPRINGHILL INDEX 
SPRINGHILL COLORED INDEX 
SPRINGHILL Post CARD 
SPRINGHILL WHITE TAG 
SPRINGHILL MANILA TAG 
SPRINGHILL VELLUM-BRISTOL 


International WP, YEP 


FINE PAPER AND BLEACHED BOARD DIVISION 


TICONDEROGA OFFSET 
TICONDEROGA BOOK 
TICONDEROGA TEXT 
TICONDEROGA TEXT, Coverweight 
LOUISIANA COLORED TAG 
Oris BRISTOL 

HUDSON BOOK 

HUDSON Cover, CIS 
HUDSON Laset, CIS 
HUDSON LiTHO, CIS 
Empire BOOK 

WINN BOOK 
CONVERTING PAPERS 


Printed by letterpress on 


Hudeon Gioes, Basis 70. New Yort 17, 


220 fest 4204 Street, 
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NEWSLETTERS scem to be on the 


newsletters 


imecrease. That ts used for 
company promotion rather than the sya 
Notable 
among recent creations are: (1) Market 
ing Reminders by Richard Manville Re 
search, 230 Park Ave New York 17 
N. Y. Four pages of fascinating digests 


of trends and facts for 


dicated, commercial ventures 


marketing men 
Worth 
studying. (2) Newsletter being published 


Write to Dick for a sample copy 


monthly by John Patafio of Ambassador 
Letter Service Co., 11 Stone St, New 
York 4, N. Y. Naturally, the four pages 
contain brief items about direct mail 
Well written John 


or son Don (editor) will be glad to send 


Valuable information 


you a copy of their brainchild. (3) Ed 
Monahan Bros., Inc., 535 
New Orleans 12, La., has 


also jomned the 


Monahan of 
Gravier St, 
ranks with a monthly 
Reflections Another 
we like is published by the Advertis 
ine Federation of America, 250 W. S7th 
St... New York 19, N. Y. Edited by old 


newshound Jim Proud. The six pages are 


two-pager called 


jammed with abbreviated news about 
happenings in advertising circles. There 
are many, Many others with new 


ones making thei debut every month 
For a behind-the-scenes case history of 
how one of the most successful was born 
(and what it has accomplished ) see 
The Inside Story of A Newsletter” on 
Page 18 of this issue 


eee 
“EVERYBODY TALKS ABOLT 
THE WEATHER, but nobody does any 
thing about it This was pretty much 
the case with the hundred and one opin 
ions we've heard concerning the big storm 
at Crowell-Collier. Practically every ad 
man on Madison and Michigan seemed 
to have “inside dope” on why the pub 
lishing giant took a financial nosedive to 
extinction. But the 


most constructive 


analysis we've seen or heard comes from 


Milton M. Rockmore, president of The 
Rockmore Co. (advertising), 37 W. S7th 
St. New York 19, N. Y. Writing in the 
urrent msue of Rockmore Report, Milton 


ives a clear-cut, detailed outline of what 
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We welcome your direct mail ideas and news items for this department Send all material to 


Shor? Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 


then winds up with a sound 
Checklist 


cay If every business would study and 


happened 
¥-point Against Business De 
follow Milton's 9 suggestions, we think 
there would be far less chance of another 
debacle ever 


C rowell-Colher happening 


— 


eee 
THE DELAWARE VALLEY MAR- 
KET has been zeroed in by The Connelly 
Organization which has just installed 
addressing 


650.000 


a highly-selective electronic 


offers more than 
Valley 


homogeneous districts 


Connelly says their Select-O 


system It 
Delaware 
into 404 
dent T. A 


Nomic Consumer Lists provide 


names broken down 


Presi 


a market 
drawn in terms of the number and value 
median in 


of owner-occupied homes 


come, education, race and other fac 
tors You can get a 24-page booklet 
describing the market coverage by writing 
to Connelly at 44 N. St. Phila 
detphia 7, Pa 
— 
eee 
ARE YOU MAKING GOOD USE 
OF ENVELOPE INSERTS? [The Dis 
ability Div 


is with some amazing results. The 


of Continental Casualty Co 


Chicago insurance company provides Dis 


ability agencies with a supply of small 
pink slips which are used to accompany 
premium bills. The simple stuffer has 
just three paragraphs of typewritten text 

reminding policyholders that the 
present coverage may be inadequate due 
to resing costs, changing income, etc. Also 
offers to renew coverage without charge 
if the policyholder simply returns uo with 
Disability 


slip a powerful 


his payment. Continental 
agents find the pink 
puller (one agent reported & out of 21 
Why 


inserts of 


remittances returned the slip, etc.) 
not make good use of some 
your own youre paying postage on 
that empty envelope space 
— 
“ee 
AL TO-TYPISTS VERSATILE, TOO! 
Short Notes Dept 
Royal-McBee's 


im which we 


In our January weue 


we had an tem about 


new Model 340 Rohomati 


THEY 
\ WITH 


able labels 


SMALL MAILING CAMPAIGN 
ADDRESSED AT LOW COST 


"We planned a series of 5 monthly mailings,’ ; 
reports Associated Business Publications 
“Small program did not warrant pistes or 
stencils, so we chose ‘Multiplex’ carbon 
interleaved address labels in S-part sets. One 
typing and our entire campaign wes addressed.” 


TEST CARBON-INTERLEAVED 
“MULTIPLEX” LABELS with 


you YOU BUY; 
1 Box FREE 5 Boxes of $8.75 ea. 
2 Boxes FREE 10 Boxes ot $8.00 ea. 
5 Boxes FREE 25 Boxes ot $7.50 ea, 
Each label « gummed, perforated 


labels per 84)" x 11" sheet. Box contains 500 
sheets. This gives you 


8,250 2-part labelsets per box 
5,500 3-part label-sets per box 
4,125 4-part labeisets per box 
3,300 5-part label-sets per box 


OFFER EXPIRES April 15. Limit, One order per * 
customer, Money-back guarantee 


Sales offices; Boston, Detroit, Phils. ‘Able 
Labels’ are mfd. and distributed in Ohio by 
Allen Hollander Midwest Corp., 612 Huron Ad., 
Cleveland 15, SUperior 1.0736 


Clip to letterhead, sign and mail 


Enter our order for ‘MULTIPLEX’ CARBON. 
INTERLEAVED MAIL ADORESS LABELS; 


2-part () 4part S-part 
1 Box $11.00 
5 Boxes @ $8.75 es. plus 1 FREE 
10 Boxes $4.00 es. plus 2 FREE 
{[) 25 Boxes @ $7.50 es. plus 5 FREE 


company. 
Gerard Ave., New York 51, N.Y. Dept. RO 


385 
MOtt Haven 5-1818 
New York City's largest specialty plant, 


pARTMEY 
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FISHING 


MORE 
“BUSINESS? 


said it’s “the only unit of its hind which 


can be operated from record roll or key 
board.” The “only” 
as we forgot about American Automat 


wasnt correct 


Typewriter Co.'s No. 10 Attachment to 
any regular Auto-Typust which makes 
it possible to type either from the type 


Auto-Typist has 


writer or record roll 
had this feature for several years 


used extensively by many imsurance com 
panies and others 


eee 


IF YOU WANT TO SEE some bear 
tiful lithography printed in gold, write 
to Harris-Seybold Co 4510 E. 7Tist, 
Clevelend 5, Ohio and ask for a copy 
of their giant broadside on the new 
Harris 36° x 42'2” press fo demon 
strate the Harris 49'2-er press, the broad 


ide was planned and printed in a heavy 
overage gold motif. It was handled by 
putting the sheet through the press twice 
to overcome the usual plugging with 
old ink after 1,500 impressions. The 
full-spread of the broadside (inside (36" 
« 4912") shows the new press in full 


A dynamic effect 


olor 


eee 


THE FRAGRANCE OF EUROPE 
will come to the U.S. soon m a 
KLM Royal Dutch 


planned for thousands of coast-to-coast 


Airlines mailing 


travel agents Fragrance Process Co... 
Inc 73 Sullivan St. New York, has 
created a special scent named “KLM 
Zephyr” which will be used in the big 
travel promotion. The “Sparkling Spring 
time” scented mailing will try to capture 
the park-like flower fields and orchards 
of Europe which are perennial favorites 
of continental sightseers 
eee 
CREATIVE TYPOGRAPHY « new 
innovation being offered by Franklin 
lypographers, New York type house 
which claims to be the first in the business 
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Advertisement 


Deadly Direct Mail 
Mistake No. 


‘“‘People Won’t Read Long Letters”’ 


By Maxwell Sackheim 


HE whole question is, what is a long letter? Any 
letter that is uninteresting is a long letter! Even 
a short letter can seem long! Indeed, a short para- 
graph can seem long; and a short first sentence can 
make the rest of the letter unnecessary if it doesn't 
say and mean something worth while to the reader. 


Revising the old cliche—it isn't how you say it but 
what you say that makes the difference between a 
successful letter and a failure. The slickest writing, 
the finest paper, printing and art work, can’t make 
a good idea out of a bad one or an attractive offer 
out of a poor one 


Give me the right merchandise, the right price, 
and the right audience and if I have enough to say 
I will make ten pages of typewritten copy pay better 
than one, two or three. On the contrary, with noth- 
ing much to work on, and nothing much Wt say, a 
single page might seem longer than ten pages of 
interesting material 


Some years ago we wrote to businessmen, directors 
of large corporations, offering them savings on sup- 
plies used on farms, golf courses, large homes, es- 
tates, factories. The mailing was inexpensive, the 
letter was processed, one full page, mailed third 
class. The results were phenomenal. Even busy ex- 
ecutives read anything that interests them 


More recently we mailed a solid siz page processed 
letter to business executives throughout the country 
offering a $48.00 membership, with fabulous results 


The length of a letter, in inches or pages is not 
what determines its readership. Some time ago we 
wrote a three page letter to 30 busy Department 
Store buyers, inviting them to a luncheon during 
which a presentation was to be made. 29 buyers ac- 
cepted and attended the luncheon. The letter started 
like this 


“Por many years I have lived in awe of large 
buyers. ‘You can't get near them’, people told 


clients and to 
with a minimum 
few are ma 
category as any 
value or be eliminated 


opportunity 
advertising agency which has specialized in mail ord 
and Direct Mail advertising 


and comments, without 


MAXWELL SACKHEIM & CO. 545 Madison Ave. New York 27 


should be 
results it produces, 
may or not be 


We believe Direct Mail advertising 
pensated for in proportion to the 
instead of on a fee which 
equitable. 


com 


basis may 
We believe our plan of compensation is fair to our 
ourselves three dollars per thousand 
guarantee of $300 regardless of how 
iled. Th 


other 


our services in the same 


which 


places 


element must prove its 


Whether orders or here 


all cost 


you want 
to test at 


inquiries 
the 


ekill « 


for many year 


Send us your typical mail 
obligation 


ngs for our examination 


me. Others said, ‘they ll keep you cooling your 
heels for hours. Still others expressed the 
thought that you were the hardest-boiled 
bunch of human beings in the world, and the 
toughest to sell.” 


Those buyers read that letter—-and responded. I 
doubt that a short letter would have sold them. 


A famous old short letter was processed on a 5% 
x 8 single sheet, and started like this 


“You don't know me from Adam, but I am told 
that you are a lover of good books etc.” 


Don't be afraid to use many paragraphs, many 
pages, if you need lots of space in which to tell your 
story. It is far better to do a complete selling job on 
2% than a half selling job on 10 If anything, most 
letters are too short because of the fear of making 
them too long 


Don't believe “people won't read long letters.” 
People read long books, take long trips, watch long 
movies and plays, and read long letters provided they 
justify the time. They must be interesting. They 
must promise a profit, in entertainment, in money, 
in enlightenment 


Letters are long only when they seem long; when 
they are deadly dull, obviously selfish; when they 
are written to sell, not to serve 


One way to test the length of your letter is to blue 
pencil it. When you can’t afford to leave out a sen- 
tence it’s short enough. When you can’t say, “so 
what” after a sentence or paragraph, your letter is 
interesting, and therefore, short. Make your pros- 
pect say to himself “Well, Well!” “What do you know 
about that!’ “Is that “Gosh!” “This is some- 
thing!” “I can use that!" and so on. Empty thoughts 
after reading your letters mean empty results 


” 
so! 


Avoid Deadly Direct Mail Mistake No. 5 by making 
your long letters seem short 


Maxwell Sackheim & Co., Inc. 
545 Madison Ave., New York 22, N.Y. 


Enclosed are some of our typical mailings. Without 
obligation on our part we would like to have you go over 
them and advise us of what you think you can do for us, 
Nome 
Position 
Company 
Address 
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“Scores well” in the bindery... 
with customers, too 


Strong, pure fibers give Hammermill 
Cover a pliability that enables it to 
score and fold neatly and cleanly, for 
a betrer-looking job. And the dura 
bility of Hammermill Cover enables 
it to withstand repeated handling 
without cracking at the folds or 
roughing up at the corners. Keeps 
modern advertising printing look ing 
better longer 


The high brightness of Hammer 
mill Cover gives your printing the 
extra sparkle that impre sscs cus 
tomers. And Hammermil! Cover 
now contains Neutracel” pulp —an 
exclusive Hammermill development 
that brings the finest qualities of 


COVER 


SY THE MAKERS OF HAMMERMILE BOND 


MMERAG 


northern hardwoods to fine papers 

Neutrace! pulp imparts even 
greater bulk to Hammermill Cover 

gives printing an important “feel 
that says “QUALITY.” And the more 
level surface obtained with Neutracel 
lends extra sparkle to illustrations 
solids, type — letterpress or offset 

Get Hammermil! Cover in a rain 
bow choice of eight popular, like 
sided colors, and cleanest white 
Specify Hammermill Cover the next 
time you order a cover job. And 
remember, for a cover job, there's 
no paper like a good cover paper 
Hammermill Paper Company 
Erie, Pennsylvania 


MENUS PRICE LISTS FOLDERS 


FOR CATALOGS BOOKLETS 
BROADSIOES MANUALS 


to make the services of an experienced 
art director-consultant available. Frank 
lin has appointed Mr. Charles Haftel, 
type and layout specialist, to help solve 
any typographic problem for advertisers 
and agencies. The art director-consultant 
has been a type and layout specialist in 
the agency field for the past 29 years, 
during which time he has designed count 
less direct mail pieces as well as a large 
volume of newspaper and magazine ads 
Franklin will offer his services to adver 
tisers and agencies at no extra cost 


eee 


LOOKING FOR ANIMAL ART? 
The AG Sell Co., agricultural publisher, 
has just come out with a new “Farm 
Clip Book” featuring more than 150 
animal drawings by the noted scratch 
board artist John Andrews. Most of the 
drawings are of farm animals and scenes 

ideal for enlivening agricultural copy 
You can get a brochure describing the 
24-page clip book by writing to AG Sell 
at 10th & Douglas Sts.. Omaha, Nebr 


eee 


“IDEAS” (AND HOW TO CREATE 
THEM) is the subject of a dynamic book 
let published by The Jaqua Co. (advertis 
ing), 101 Garden St., Grand Rapids 2 
Mich. The beautifully designed publica 
tion outlines some basic principles for 
creative thinking, including these positive 
steps: Saturation, Incubation, Hlumina 
tion, Verification and Group Thinking 
The analysis and suggestions for cach 
step make an excellent short course on 
Jaqua’s 


how to spark creative ideas 


10 THE REPORTER 


- 
/ 
4 
| 
| 
pe 
a 
- 
» 


creative director Wilferd A. Peterson 
tells us they have some extra copies 
available at SOc each. Well worth it at 
twice the price 


eee 


“SPECTACULAR” DIE-CUT FOR- 
MATS are the specialty of The Harold 
Heyman Co., a new firm devoted to creat 
ing 3-D, animated gimmicks on litho- 
graphed paper. President Harold Hey 
man, former vice-president of The Castle 
Co., New York, is an expert in the art 
of tricky die-cuts. His past creations 
have included intricate push-out, mov 
able animals, multi-paged pop-up maga 
vine inserts, 3-D sales presentations, etc 
If you're looking for unusual die-cut 
direct mail ideas, suggest you write to 
the new company at 42! Hudson St., 
New York 14, N. Y. and ask for some 


samples 
Jd 


} A TASTY TIE-IN IDEA: The Arthur 
Maisel restaurant chain in metropolitan 
New York develops a lot of new cus- 
tomers through a smart tie-in with New 
York business show exhibitors. They 
offer selective exhibitors free tickets en- 
titling the bearer to a 10% discount on 
their dinner check at any of the I! 
Maisel eating places. One side of the 
ticket features the Maisel discount offer, 
the other side plugs the exhibitor. Some 
recent (and successful) Maisel ticket tie- 
ins included the National Business Show 
in October, and again last month at the 
National Sports Show at the N. Y. Coli- 
seum. Cooperating exhibitor at the latter 
was Future Planning Corp., whose 500 
salesmen distributed a total of 200,000 
discount tickets The dinner discount 
ducat idea might be good for a co-op 
mailing with a local restaurant in your 


area 
eee 


VANSANT, DUGDALE & CO., 44 
year-old advertising agency at IS | 
Fayette St., Baltimore 2, Md... has set 
up a full-time Public Relations Div 
headed by Ben L. Williams, former ac 
count executive at J. Walter Thompson 
Co., New York. The Baltimore agency's 
first major p.r. account is the Metal Prod 
ucts Div. of Koppers Co for which 
they've handled direct mail and other 
advertising since 1944 


Mailers 
increase 
tying speed 
80%, 


or more with a 
Bunn 
Package Tying 
Machine 


80% production increase with one machine! Seems incredible, 
doesn’t it? But it’s true... when you twine tie your mail with 
a Bunn Package Tying Machine. Here's why: 


Bunn Tying Machines are fast .. . at least five times faster than 
old fashioned hand tying. If your present hand tying operation 
requires 8 hours a day to keep up with high-speed folding, insert- 
ing and metering machines, that same volume can be turned out on 
one Bunn Machine in 1% hours... or less. That gives you at 
least 6% hours additional productive time every day .. . a definite 
gain of 80% or more in man hours. . . without increasing your 
payroll one cent. 
Here ore other ways Bunn Tying Machines save time and money: 
Automatic adjustment: Any size, any quantity of envelopes is tied in 
the same speedy time .. . no time lost for manual changeovers 
Controlled tension: The strong twine is never too tight or too loose 
can't cut envelopes .. . can't slip off reduces damage and loss 
No waste: Automatically uses just the right amount of twine 
Slip-proof knot; Postmasters everywhere approve the pilfer-proof 
Bunn knot... can’t come undone even with rough handling 
Simple operation: Inexperienced operators become experts in min- 
utes. Operation is fatigue-less and completely safe 


Remember ... Bunn Package Tying Machines are used by mailers 


of every size for faster, better, economical tying 


BUNN 


B. CO., 7605 Vincennes Ave., Dept. RD-37, Chicago 20, 
Export Department: 10406 South Western Ave, Chicago 43, Ill 


MAIL COUPON NOW FOR MORE FACTS 


B. H. BUNN CO., dep: 20-37 


GET THE 
eee WHOLE STORY 
Send today for 
NEW CHANGES IN SOCIAL SE- 
CURITY are described in a new em Mivetrates the 
ployee booklet published by Channing Tying 
I Bete Co., Inc., Greenfield, Mass 


Titled Social Security and You, the |6- 


7605 Vincennes Ave., Chicago 20, Il. 


() Please send me a copy of your free booklet. 
() Please hove a Bunn Tying Engineer contact me. 


MARCH, 1957 
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LOOK, 


A flip of the switch... 


a press of the button... 


Auto-typist eliminates routine typing 
and dictation...by automation 


Auto-typist brings you office automa 


tion! It's the 


fastest 


most accurate 


way to handle all repetitive corre 


and it's true that well 


over half of general office corre spond 


enoe routine 


form. Sales letters 


or follows a standard 


onde rT a know le dy 


ments, answers to collection 


letters just to name a 


few, can he 


handled efficiently and economt ally 


by Auto typist 


Any om 


of your girls 


can turn out 125 letters a day with an 


Auto typist 


}to4 times normal man 


ual typing cmutput Any standard office 


typ writer can be converted into an 


wutomatic typing machine 


and cone 


uveTrage typist can ope rate as many as 


pists 


How Auto-typist works 


Care 


fully prepare letters or paragr 


are rlorate oma pap roll whic h 


operates the typ writer keys simi 


lur toa play eT-piano roll. Twenty or 


COPY TYPIST AND CABLE-TYPIST 


thirty complete letters can be in 
cluded, or a series of paragraphs 
which can be combined to make up 
many letters 

Salutations are manually typed 
then, by merely pushing the num 
bered button or buttons that corre 
spond to the letter 
desired, Auto typist 
picks out the letter 


par igraphs in proper order, and types 


ofr par igraphs 
ally 


or assembles the 


it perfectly! Manual insertions can 

ilso be made at any point desired 
The Auto typist method the 

perfect push-button method of typing 


automatically offers definite sav 


ings to every cost-conscious o1ganiza 


tion. Write for free booklet 


AMERICAN AUTOMATIC TYPEWRITER COMPANY + 2323 NORTH PULASK! ROAD + CHICAGO 39, ILLINOIS 
MANUFACTURERS OF AUTO-TYPIST 


CONTING 


page publication illustrates the fine points 
of the Social Security Act, and what they 
mean to the average employee. Designed 
in casy-to-read graphic style called 
scriptography,” it shows how much an 
employee's SS check will be, what is re- 
quired to be fully insured at any age, etc 
Many industries are using the booklet 
for internal public relations. Sells for 
1Sc a single copy, less in hundred or 
thousand quantities 


THE LITHOGRAPHERS MANUAL, 
a standard reference work for the past 
20 years, will come in a new, 20th Anni- 
versary edition early in September. Pub- 
lished by Walter Soderstrom, vice-presi- 
dent of the Assn. of Lithog- 
raphers, and edited by graphic arts 
writer - consultant Victor Strauss, the 
Manual’s 20th edition will cover all 
phases of lithography. Its 20 chapters 
will contain editorial contributions from 
more than 30 litho authorities and over 
50 cooperating manufacturers. The hard- 
bound, volume will sell for 
$15.00 per copy. You can get a free 
descriptive brochure by writing to Walt- 
win Publishing Co.. 317 W. 45th St, 
New York 36, 


National 


illustrated 


eee 


WHAT CAN YOU DO when your 
product line needs a realistic presenta- 
thon but is too big (or too expensive) 

ilustiate dramatically im _ full-color 
printed promotion? Gernes Garment Co 
of New York found an answer for their 
1956 line of “Gay Gibson” dresses by 
using -D folding Stereo Viewers created 
by the Taylor Merchant Corp., 71 W 
47th St. New York 37, N. Y. Gernes 
salesmen were given wallet-size viewers 


containing 12 film slides which showed 
the “Gay Other 


viewers (which folded down to #10 en- 


Gibson” line in 3-D 


velope size) were mailed to prospects out 
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Auto-typist 


Wanted 


A PATRON OF 
THE ARTS 


of Sales Promotion 
and Selling by 
Direct Mail! 


QUALIFICATIONS: 


Located somewhere within a 
seventy-five mile circle centered 
on New York City —there’s an 
alert business executive who un- 
derstands the potential of ideas. 
He is probably a sales or adver- 
tising administrator charged with 
the responsibility of broadening 
his organization’s markets, step- 
ping-up volume, introducing a 
new product or service, increas- 
ing distribution or helping his 
salesmen sell. He is sufficiently 
experienced to recognize the in- 
estimable worth of creative 
thinking. He knows that original 
thought coupled with practical 
merchandising and production 
knowledge constitutes the magic 
formula for success. He is a man 
who considers the first cost of 
promotion as an investment in 
results. He is a buyer of ideas. 


A CHALLENGING OFFER: 


To such a man and his organiza- 
tion, we present a challenging 
opportunity — an opportunity to 
measure and evaluate what we 
have done for others—an oppor- 
tunity to test our skill by apply- 
ing an idea to a typical problem 

an opportunity to benefit 
through creative minds that 
know no barriers. 


An Invitation To Action: 


To set up a friendly no-cost inter- 
view, write on your company 
letterhead to: 


The Horace H. Nahm 


COMPANY 


Creators and Producers of 
Resultful Sales Promotion 
and Direct Mail 
352 FOURTH AVENUE 
NEW YORK 10, N. Y. 
LExington 2-6162 


of regular salesmen’s territories. Addi- 
tional slide mailings kept distant buyers 
up-to-date on new Gernes creations and 
latest promotions. Result? The com- 
pany reports the dramatic and realistic 
sales presentation was responsible for 
opening about 300 new accounts last 
year! 


eee 


125 PUBLIC RELATIONS IDEAS 
are presented in a stimulating booklet 
published by the Financial Public Rela- 
tions Assn., 231 S. LaSalle St., Chicago 4, 
Ill. The 125 ideas are thumbnail sketches 
of direct mail campaigns, contests, dis- 
plays, open house tours, celebrations, etc., 
used successfully by financial institutions 
Most of the indexed items were briefed 
from articles appearing in the FPRA 
Bulletin, the association's monthly pub- 
lication 


— 
eee 


RIDING THE TREND OF PRE- 
MIUM STAMPS, The Citizens & South- 
ern National Bank of Atlanta, Ga. came 
up with a neat promotion mailed to 3,000 
customers and prospects of their Travel 
Dept. The built-in reply card in a well 
designed, two-color travel folder con 
tained 20 spot illustrations of various 
package tours (Spain, Italy, Paris, Florida, 


A 


etc.). Enclosed with the folder were 20 
small stamps, each repeating the spot 
illustration of the various trips on the 
reply card. All recipient had to do for 
more information was to paste in posi 
tion the stamp of any trip he found inter 
esting, and mail the card back to C & § 
Assistant advertising manager Margo 
Venable tells us “Returns have been even 
better than expected our Travel Dept 
has on its books an encouraging amount 
of new travel business 


| COMPETITION FOR TIME AND 
ATTENTION in the business world has 
been underscored vividly by results of a 
recent survey made by the American 
Management Assn. AMA surveyed the 
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Available 
IDEA 


Creative thinkers with 
practical merchandising 
and modern sales 


promotion experience 
that get direct advertising 
results for you! 


Here's What We Do: 
PLANNING to determine result- 


ful direct advertising strategy for 
achieving your objectives. 


IDEAS that give expression and 
movement to your promotional 
efforts. 


COPY that convinces — hard. 
working words to make your 
story sparkle with purpose and 
meaning. 


LAYOUT that dramatizes with 
originality and power to com- 
mand attention. 


GRAPHIC PREPARATION that 
assembles art and typography 
into a clean, economical, produc. 
tion-wise “original” for graphic 
reproduction. 


PRESSWORK in our own mod. 
ern, fully equipped printing plant 
assures full control of the job 
from start to finish. 


MAILING OPERATIONS com- 
plete the cycle —from idea to 
mail-box—in our large lettershop 
staffed and equipped to handle 
every type of direct advertising 
mailing service—from addressing 
through posting. 

SUMMARY: A one-stop source 
for resultful direct advertising 
offering continuous control from 
idea to results! 


Write on your company letterhead 
for a free copy of 
“8 KeysTo Successful Direct Mail.” 


The Horace H. Nahm 


COMPANY 


Creators and Producers of 
Resultful Sales Promotion 
and Direct Mail 
352 FOURTH AVENUE 
NEW YORK 10, WN. Y. 
LExington 2-6162 
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Hamilton 
Sond is 
outstanding 


There's a vast difference between 
bond papers, not only in the way 
they look but in the way they 
print. On each count Hamilton 
Bond scores heavily. It looks 
beautiful with its brilliant white, 
uniform surface, its strength and 
crispness, its unmistakable 
“bond” feel, and its genuine 
watermark made the traditional! 
way in order not to interfere with 
the printing impression. 

Hamilton Bond prints like a 
winner, because it is prehumidi- 
fied to lie flat and feed smoothly. 
Your work is as good as your 
bond—and Hamilton Bond 
brings out the best in your work. 
It's outstanding. 


Hamilton 
Papers 


a; 


HAMILTON PAPER COMPANY 


Miquon, Pa. 
Mills at Miquon, Pa, and Plainwell, Mich. 
Offices in New York, Chicago and Los Angeles 


executive reading habits of top manage- 
The study revealed 
that the average executive spends 4 hours 
at the office and | hour at home per day 
Persuing business reports, correspondence 
books, newsletters and magazines. About 
10 hours per week are devoted to other 
newspapers, magazines and books. Memos 
and reports eat up almost a third of the 
businessman's reading time, with corre- 
spondence running a close second. To- 
gether, the two account for 60% of his 
total business reading time. Complete 
results and an analysis of the survey is 
contained in a report by Lydia Strong 
titled “How Much Is Too Much?” You 
can get a reprint by writing to AMA at 
ISIS Broadway, New York N. Y 


ment businessmen 


eee 


THE WEST CHICAGO SUBURBAN 
MARKET is detailed in Reuben H 
Donnelley Corp.’s 2nd annual edition of 
The West Suburban Street Address Direc- 
tory, published last month. Covering 76 
towns and communities west of Chicago, 
the new directory contains more than 
185,000 homes and businesses located in 
Chicago's most populous suburban area 
(Cwero, Oak Park, Maywood, Hinsdale 
etc.). Compiled from Illinois Bell Tele 
phone Co. records, the new volume lists 
street addresses first, followed by occu 
pants names and phone numbers. The 
edition carries no advertising and will be 
leased to users on an annual basis 


eee 


“MAXIME” is the name of a new 
script type face in the line of Bauer 
Alphabets. It was designed with an un- 
usual free-hand lettering effect by the 
young German artist Peter Scheidler, 


cr 


whose father Ernest created both the 
Legend and Bauer Text faces. Maxime 
is available in sizes from 24 to 66 point 
You can get an illustrated specimen sheet 
showing its informal brush style by writ- 
ing to Bauer Alphabets, Inc. at 235 E. 
45th St. New York 17, N. Y. 


eee 


CHRISTMAS CARDS have been 
given a longer, more useful life 
through a most worthy practice which 
caught on like wildfire this year. News- 
papers such as The Long Island (N.Y) 
Daily Press asked readers to save all 
their Christmas cards so they could be 


picked up by newsboys and turned over 
to hospitals with occupational therapy 
Many other com- 


sections for children 
panies collected otherwise discarded 
cards from their employees for the same 


Millions of cards have been 
Shown 
here is Miss Valerie Jensen, supervisor 
of a 40-child Cerebral Palsy Unit at Bird 


purpose 
put to further use in hospitals 


S. Coler Hospital, N. Y. C., receiving a 
boxfull contributed by the staff of Emil 
Mogul Co., New York 
agency. Miss Jensen explained that “by 
cutting up the cards and pasting the 
in scrapbooks, on letters, 


advertising 


illustrations 
posters, toys and chests, the children en 
joy finger and hand exercises that might 
otherwise be dull and distasteful.” We 
don't know who started this idea but 
it sure is a good one. Remember not to 
throw your cards away next year 


eee 


[) ANOTHER FATHER AND SON 
DEAL: Old-timer, Bill Feather, h.m. edi- 
tor and printer deluxe (9900 Clinton 
Road, Cleveland 9, Ohio), has turned 
over the management of his business to 
Bill, Jr. Instead of becoming the usual 
“chairman of the board” Bill, Sr., 
stepped down to vice president with Jr 
as president and general manager. We 
liked Bill's introduction of his son in the 
always-entertaining William Feather Mag- 
azine. The old man will keep on writing 


. naturally 
eee 


IF YOU ARE INTERESTED in reach- 
ing any part of the medical profession 

write to Hal O'Neill, V.P.. Clark- 
O'Neill, Inc.. 100 Sixth Avenue, New 
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York 13, N. Y. and ask for latest catalog 
giving counts of all medical and 
allied professional lists classified by 
States and cities, specialties, age groups, 
etc. A monumental job of list interpreta- 
tions packed into 45 pages. Parts of the 
listings made interesting reading, or ques- 
tions for a quiz show. For instance 
of the 15,731 total veterinarians, what 
state has largest numbers’ No not 
Texas, New York nor Illinois. California 
has more than others 1228. (Maybe 
due to ali the pets owned by movie stars) 
But New York tops the concentration of 
dentists 12,844 out of a total of 83,- 
761 Approximately 22% of all the 
159.823 nurses are taking care of the 
sick in Pennsylvania and New York 


THIS SHOULD BE STOPPED... 
and quickly. Full-page ads recently ap 
peared in some of the “revelation” mag 
azines offering 100 dolls for only $1! 
Just the thing “for that very special miss.” 
Ad promised al! dolls full 4” tall. Limit, 
five sets to a customer. A friend of ours 
thought it a wonderful bargain as she had 
seen dolls similar to those pictured in 
Farmer's Market priced at 25¢ each 
She sent $5 to Helene Doll Creations at 
a Lexington Avenue address in New 
York. When dolls didn't arrive, found 
that firm had moved and left no new 
address. Better Business Bureau supplied 
new address in Hollywood, California. 
After writing there, she finally received 
some flimsy sheets of thin bristol on 
which dolls were printed and partially 
die-cut. Now she is sore at mail order 

and rightly so. Incidentally, the 
printed dolls were not the same as those 
pictured in the misleading ad. Case is 
being submitted to the postal inspectors 


eee 


| A PROFILE OF WALL STREET 
fills an entire issue of Cargoes, the pocket- 
size house magazine of the Atlantic Com- 
panies, 49 Wall St.. New York 5, N. Y. 
INustrated with early drawings and pho- 
tos, the piece is an interesting history 
describing the financial mecca of yester- 
day and today. For some interesting 
reading, write to the insurance company 
and ask for a copy of the Cargoes Wall 


St. issue 
eee 


|) PRINTING BUYER'S NEWSLET- 
TER is the name of a new monthly 
publication at 271 Ft. Lee Rd. Lecaia, 
N. J. Publisher Alfred Cohen says the 
newsletter will be designed to serve as 
a guide to cost-cutting production 


=> 


THROUGH 


DIRECT MAIL 


' Like ‘most any business, an airline is constantly working to convert pros- 
pects into customers — paying passengers. And that's why TWA uses direct 
mail . . . created by the Hickey Murphy Division of James Gray, Inc. . . . 
to get early reservations for group travel to conventions and meetings. 


Hickey Murphy's thorough understanding of TWA’s services . . . plus its 
ability to “talk” the prospect's language . . . and its specialized knowledge 
of copy, layout and production . . . keep TWA Convention Sales on the beam. 


Learn for yourself how the creative services of Hickey Murphy can work 
for you. Send today for your free copy of How To Put Action into Your 
Direct Mail—and ask to see the case history file. 


HICKEY MURPHY 
division of 
JAMES GRAY INC. MUrray Hill 2-9000 
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Why look further when you find paper with the fine opacity of 


Fra-opaque ... even in the lighter weights? This opacity dramatizes 


your direct mail and protects the effectiveness of your sales message 


by minimizing show-through . . . it permits the use of lighter 


weight mailing pieces that keep down postage and paper costs 


(you get more light weight sheets per pound). The rich, brilliant 


whiteness and quality feel of Fra-opaque sets your printed pieces 


apart from the rest of the day's mail. Leading merchants carry it. 


FRASER PAPER, LIMITED 


Mills: Madawaska, Maine 
Sales Offices: New York and Chicago 


methods which can be utilized in every 
day printing purchases. Will cover items 
such as combination runs, six colors for 
the price of two, methods of letter re 
production, and other items to help 
printing buyers. Price is $15.00 per year 


for 12 issues 


eee 

OBJECTION OVERRULED DEPT.: 
Hub Mail Advertising Service, Inc. at 
1000 Washington St., Boston, Mass. has 
the unique phone number HU 2-6245 

which can be reached simply by 
dialing the letters H-U-B M-A-I-L. But 
when they wanted to advertise “Dial 
our name, Hub Mail” in the new Boston 
classified phone book, the telephone com- 


HUB MAIL 


ADVERTISING SERVICE INC. 
HU 2-624 5 


(because the phone company 
refused to accept the copy 
“dial cur name, hub mail 
they think we're upectiing 
their entire dial ayatem!!!) 


AD TO YOUR BOOK . IT'S ON GUMMED PAPER 
FOR YOUR CONVENIENCE 


pany refused to accept the copy oa 
grounds that it was upsetting thei entire 
dialing system. Now, the boys at Hub 
Mail are a determined lot, so they 
hurdied the objection by printing the ad 
on their own yellow paper (gummed) 
With an explanation of the situation un 
derneath, they mailed the ad to customers 
and prospects asking them to please 
paste it in their phone books. We wonder 
how many will wind up being pasted over 
Hub Mail's competitors? 


| HAVING ANY TROUBLE finding 
(or holding) good office personnel? You 
can get some good information and ad- 
vice on the problem by writing to Martin 
Publishing Company, Box 481 LaMesa, 
California, and asking for thei free 
brief folder: How to Hire Office Person- 
nel. It tells how to recruit, interview 
screen and test personnel for different 
jobs with some worthwhile ideas 
for increasing your chances of finding 
the right person for the right job 
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AGAIN to 

Assn. Intl 
Detroit 
35, Mich.) for producing a first class re 
Just fin 


CONGRATULATIONS 
the Mai Service 
(18120 James Couzens Highway. 


Advertising 


convention 
32 page 
Annual Convention held last 


port of an annual 


ished reading the digest of the 
35th 
in Chicago. We like this idea of digesting 


all the proceedings rather than publish 


August 


long-winded 
Sorry we 


ing complete copies of 
speeches and panel discussions 
can't offer copies to readers of The Re 
porter but distribution is limited (at 


$5 per copy) to MASA members only 


eee 


ASK GEORGE SHERWOOD .. 
to send sample of the 
and envelope used by Saturday Evening 
Post's Trudy Dye 
product merchandising It's «a 


you letterhead 


manager of Women's 
snazzy 
example of Monarch size stationery 


two colors, white and gray on pink text 
Letter 
Write to 


Miquon, 


paper (Hamilton Gainsborough) 


head is also blind embossed 


George at Hamilton Paper Co 
Pa. Their files are loaded with outstand 


ing examples of letterheads, annual re 


ports 
Make 


source of ideas 


brochures and other d.m. formats 


a mental note that this is a good 


THE SWEETEST VALENTINE PRO- 
MOTION we saw in the mails last month 
came from Ethicon, Inc., pharmaceutical 
manufacturers in Somerville, N. J 
spectacular” 
sent to 6,000 operating room supervisors 
A small bottle of Ile 
was beautifully boxed with 
entine 


suture 
It was a one-shot miniature 
Joyeuse perfume 
a small “val 
Front of the 


folder folder pi 


tured a red heart, with an actual Ethicon 
needle stuck through it to form Cupid's 
Inside the folder 


asking the 


arrow was 4 clever 


verse which wound up super 


visors to stay “Tru-Tempored as you are 


(“Tru-Tempored” is the trade name of 


Ethicon’s atroloc needle) Swell pro 


motion 


eee 


FIRST OF TTS KIND 
mailing list catalog 
Mailing Service, 460 N. Main St 
port, 1, N.Y The 78 page 
breaks 1,500,000 


ws the new 


msued by Creative 


bree 
document 


down non-duplicating 


business firms by standard Industrial 


( lassification Code. Permits unusual re 


finement in list compilation. enabling 


mailers to pinpoint messages to specific 


seements of business under nine major 


toward up 
Drop Bob 


lassifications A big step 


grading direct mail listwise 


Dale a note for a copy 
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THE ORIGINATORS OF PRE-SENSITIZED OFFSET PLATES 


makethisspecial 


FER! 


The ENCO “Pacemaster” 


has these proven advantages 
Prove them to yourself... 
Low Cost 
Fastest Exposure 
Fastest Processing 
No Lacquering 
No Gumming 


Top-Quality 
Reproduction 


HERE'S THE OFFER 


It's double-barrelled——-you just can't 
Try the ENCO “Pacemaster"’— 
the new economy negative- working 
pre-sensitized plate by Azoplate — 
the originators of pre-sensitized 


lose. 


places. Send usa dollar—we will send 


you, postpaid, four plates (dupli- 
cator sizes — up to 10 x 16, Fill out 
coupon for trial offer on larger 
sizes), plus free developer. If you 
don't agree that they are the fastest, 
easiest to handle plates on the mar- 
ket, your dollar will be refunded 


without question, 


With the trial package you will re- 
ceive a coupon worth $1.00 that can 
be used toward the purchase of a 
regular package of “Pacemaster” 
plates from an ENCO dealer. So you 
get your money back either way, Try 
these new plates — see for yourself 
why so many offset duplicator oper. 


ators prefer “Pacemaster” 


"OFFER EXPIRES OCT. 1, 1957 


AZOPLATE CORP. Morris Ave & Weaver 


f 


Send information 


Send 


NAME 


SUMMIT, | 


(check, cath, M0.) Send tnco 


nclosed $1.00 
Pe as per offer in sizes shown below 


Pocemaster 
Slotted 

Punching Pinber 
Straight | 


on larger pilotes 


on Enco plates 


terature 
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YOU ARE ABOUT TO READ 4 dissic case history of the news- 


letter. The Emery newsletter is the best of the rising tide of this type of direct mail. 


We've watched it from infancy. We've watched a courageous, low pressure editorial 
policy knock the stuffing out of the theories of hard sell. We've seen the same principles 


of continuing contacts applied to other businesses with outstanding success | . 


. in publish- 


ing, in industrial advertising, in wholesaling, in association work, in many types of 
business. Every Reporter reader can put the same principles, if not the same format, 


to work in his own promotion. 


Some of you have. And if you have, if you've been successful, you've recognized that 
entertainment, real information and inspiration are the three ingredients you must build 
inte any continuing promotion to overcome the terrific competition for your recipient's 
time and attention. You've probably discovered that the format is equally effective in 
wooing prospects as well as customers. So read this Emery story. See how this big idea 
fits into your promotion program. We'll have more to say, some how-to-do-it things, 
in coming months. And if you're presently turning out a newsletter, we'd like to see it. 


Put us on the list. 


AIR FREIGHT'’S DECISION in 
1950 to add direct mail to its na- 
tional program of space advertising 
and public relations requires no in- 
volved explanation, The company had 
positively identified 18,000 people 
(the list now stands at 27,000 and is 
growing rapidly) who were buying 
Emery service frequently, occasion: 
ally, or, in the estimation of Emery 
salesmen, could be persuaded to buy 
service. 

Yet while the sales department had 
isolated this market precisely, it was 
powerless to give it the cultivation it 
so obviously warranted: there were 
only enough salesmen aboard to con 
tact these people ahout once every 
jour months, And if there was any 
lesson we had learned after 4 vears of 
experience it was the fact that our 
sales went up or down almost in di 
rect proportion to the number of sales 
calle we made (it's still true) (Quad. 
rupling the size of the sales force to 
make calls once a month was out of 
the question: the cost of a personal 
sales call came too high. Advertising, 
the medium that produces sales calls 
at a cost so low that small companies 
can make big sales, was the only 


answer. 


THE INSIDE STORY 
OF A NEWSLETTER 


by James McAdam, Air Freight, N.Y. 


And, since our salesmen had met 
these 18,000 people, shook hands with 
them, knew their names, titles, ad- 
dresses, it made no sense to go roam- 
ing through the circulation list of any 
publication. This was a job for direct 
mail advertising. But what kind? 

For five years we tried all sizes and 
shapes of direct mail. We knew it ar- 
rived. Uncle Sam confirmed that. But 
did anyone listen to our graphic sales- 
men? We never found out. Our per 
sonalized letters, three color die-cut 
brochures, four-page cartoon decorat- 
ed folders disappeared with the final- 
ity of a Judge Crater, never to be 
heard from again, not even by our 
own salesmen. 

So in 1955 we decided to try again 

. with a newsletter. We hoped to 
create one that would be different 
Out of this desire came an editorial 
policy that, when written down today, 


looks like this 


(1) Don’t kid yourself that you can 
dispense news. Leave that to publica- 
tions with the know how and staffs to 
do it properly 


(2) Go light on telling readers how to 
run their jobs. A steady diet of this 
soon sours the most good-natured 
reader. Besides, a lot of your readers 


buy more transportation in a year than 
you will sell in the next ten years. 


(3) Remember a newsletter is a publi- 
cation, You want it read month after 
month. It won't be if you turn it into 
a four-page ad. It’s got to have inter- 
esting general reading material. The 
history of your founder isn’t every- 
body's idea of interesting reading mat 
ter. 


(4) Relax in your writing. Brevity is 
fine but those staccato, two or three 
line items can get to be a big bore. Use 
enough words to create atmosphere, 
interest. Getting to the point is im 
portant, but a lot of readers won't 
make the trip unless you prepare them 
for it. Relax. You’re going to be at 
this for awhile. 


(5) It’s not the way you do things 
that’s so important. It’s what your 
product does for the customer. That's 
important. 


Out of that formula grew a4 series of 
newsletters that sold in every line, but 
did it “softly.” Readers had a chance 
to get the message for there wasn't 
any shouting. 

At the close of a year and a half we 
had mailed close to 400,000 newslet 
ters. In that time our salesmen had 
observed them in action, had given us 
numerous voluntary reports on them. 
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We had received well over 200 un- 
solicited letters (no return card was 
provided. No attempt was made in the 
copy to secure these from readers.) 
And finally, had the results of 

give-away with a return card. By piec- 
ing all of this together, it was possible 
to get a picture of just what our “rag- 


content” salesmen were accomplish- 


ing. 

The first question in our mind was: 
just what kind of an impression does 
the newsletter make on people? Is it a 
big bore? Does it irritate them? Do 
they look forward to it? Does it leave 
them in a good frame of mind with 
kindly feelings toward Emery Air 
Freight? 

The answer was found in the letters 
received from people who voluntarily 
took the time out to write to us: 


» » From West Coast Electronics Company: 

Advertising pours thick and fast into 
any company, and ours is no exception, but 
your advertising falls into a very pleasant 
category. It's almost restful g 


» From U. S. Gypsum: One of the 
most interesting direct mail jobs I've ever 
seen. It doesn't beat you over the head with 
the company name , 


» From Wilding Picture Productions, Inc. 

Being in the motion picture business, 
we are naturally more than critical and 
more than just aware of not only pictures, 
but the printed word, how it is handled and 
the end result that is obtained. | consis 
tently get a kick out of your handling of 
case histories in your Newsletter. | find 
myself reading them from the first to the 
last, regardless of how busy | am 


» From Mr. Boston Distiller, Inc.: ” Few 
pieces of direct mail advertising are worth 
reading, but the Emery Newsletter is an 
outstanding exception to this (perhaps un 
fair) generalization. Here's to increasing 
business for Emery Air Freight 


Evidently our emissary was well 
received. But did this atmosphere so 
necessary to a sale carry over to the 
time when our salesmen were making 
a call?: 

Vanager of kmery 5 
Houston addressees 


» From Ross Foster, 
Houston Office 

are espec ially impressed by the Vews/letter 
Out of 12 calle | made on a given day, 5 
mentioned how they enjoyed it. Two of the 
12 weren't on the mailing list so 50% of 
those eligible spoke of it. As a point to 
remember | got im to see the General Man 
ager of a company just because he had 
been reading the copy sent to his Purcha» 
ing Agent. This man had always been too 
busy in the past r 


» From H. J. Broderick, Manager, Dallas 

| have found that customers who rarely 
will give you the time of day, do not hes 
tate to discuss this organ. | might mention 
that as an interest-getter, from a personal 
standpoint, this rates as one of the best 
and apparently so with many of my 
accounts 
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From Harold L. Mead. Manager, Phil 
adelphia: * The Newsletter has proved 
to be a foot in the door to some of the 
difheult-to-approach contacts. It has helped 
soften up an account, not necessarily to 
complete a sale, but at least to enable us 
to talk to the prospect on a more casual 
plane. The completely relaxed informality 
of the Newsletter has tended to make talk 
of Emery easier 


From Albert Kuehn, Manager, W ashing 
ton: ™ In the beginning, I wasn't really 
sold on the idea of the Newsletter. How 
ever, my opinion was wrong, and | want 
you to know that it has been a huge sux 
cess. From all indications, customers have 
really been enthused. It definitely has 
softened up prospects and made them bet 
ter informed about in general 


In all these communications from 
our salesmen, the essential words de- 
scribing its effect is “softening up.” 
In short, it is creating an atmosphere 
of receptiveness for our sales force. 


dent of Emery. Over 70 requests were 
received for it. At other times we re- 
ceive requests for further information 
or calls by the salesmen : 

» From Lynch Corporation Your May 
issue of the Newsletter found its way to 
my desk by chance and, truthfully, it mace 
quite interesting reading. Quite often Lynch 
Corporation is required to furnish the fast 
est possible delivery of their products to 
our customers, especially in the matter of 
mechanical breakdown of the customer's 
machine. lt would appear that Emery Au 
Freight Corporation is prepared to offer a 
superlative service in such matters, If so 
and you have a salesman or representative 
in this area, | would be most interested in 
having him call. Might I hear from you at 
an early date 


» From Walter R. Wilson, Emery salesman, 
Los Angeles: I don't know of any 
greater surprise you could have sent us 

has been the recipient of calle on the 


Emery Air Freight is ene of the greatest 
svccess stories te come elong in some time. 
I) begen to de business in 1946 in competition 
with Air Express, the scheduled airlines of the 
United Stotes and some 80 Air Freight fer- 
werders. In ten yeers it has grown from 
company doing $30,000 « year te one thet 


will de ever $9,000,000 in 1957. The compeny hes 33 fully steffed offices in the 
United Stotes, 70 egents at other domestic cities, Londen Office and agents in 
15 cities in Europe, Asia and Africa. tte record of growth has been se spectaculer 
thet this year the National Association of investment clubs designated the 


“Growth Company of the Yeor.” 


There are many reosons for the company’s success. A fine product, excellent man- 
agement, an enviable reputation for integrity and service consciousness, but net the 
least of the reasons is top flight merchondising. At o time when the company hed 
lost $182,000 of its slim capital, it invested in advertising end hes kept of it 
consistently. In 1951 it spent $121,000 for odvertising while it corned only $39,000. 
And in 1953, committed $125,000 to advertising when only earned $123,000. 
t wes net in vain. Emery stockholders hove seen their shores multiply 12 times in 


market worth. 


Rare indeed is the sale that takes 
place when this condition does not 
exist. 

Since this is the reason for all ad- 
vertising, we could stop right here 
and acknowledge that the Newsletter 
is an effective medium. However, as 
Mr. Emery, our president, once stated 
in a letter, “/ hope that it (the 
Newsletter) is being successful also 
in planting ideas 

Apparently ideas are not only being 
planted but begin to grow as a result 
of Newsletter items. On one occasion 
an item made a one line mention (no 
return card) of a speech made by 
Leonard G, Hunt, executive vice presi- 


part of everybody in the Emery family from 
top to bottom. He had put out an order 
specifically forbidding the use of Emery. At 
any event, an advance appointment) war 
made and this morning at 10 am. Bob 
Davis and | made the call. In Bob's words 
“it was the best call we've ever had on that 
guy.” All of it was due to our fine mailing 
piece, Our sincere thanks 
» From National Cylinder Gas Company 

Your July 1955 Newsletter carried an 
article regarding payroll transportation 
That is of interest to us. We would appree- 
ate full details and cost of same 
» From Link-Belt Speeder Corporation 

Thanks for the Newsletter of October 
1955. | would appreciate it very much if 
you could forward to the writers attention 
further information concerning Emery's As 
sembly Service 
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Lie vr with on 

aA left @ job as school music supervisor to become Emery’s sales 

representative in Pittsburgh Within 3 years, he wos one of the 

compeony's top producers end was soon chosen to heed 

Emery's newly established advertising department Since then, 

Jim has helped Emery in its tremendous oir freight growth . . 
by applying bis sales sense and writing talent te creative pro- 
jects, such os the Emery newsletter, He's been so successful 
thas tase your he was elevated to view 
soles. . . ond was recently chosen “Outstanding Young Adver- 
tising Men of the Yeor” in the ennvel nationwide contest 
sponsored by the Assn of Advertising Men & Women. 
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WHICH LETTER 
WORKED BEST? 


Sometime ogo, E. W. Winslow of Winerd Advertising, 
48 New York Ave., Pittsfield, Moss, sent us three letters 
they prepared for a client and asked us if we would dare 
gvess which one pulled the most returns. There were only 
91 prospects pen and pencil manufacturers. The letters 
were prepared for Sheffield Plastics, Inc. of Sheffield, Moss 
to stimulate sales of their new extruded vinyl tubing 
First letter mailed wos o well-written, straight multigraphed 
letter with fill-in. Second letter had a sample of the tubing 
tipped on at top, next to headline. Third letter had five 
different colored rainbow stripes, silk screened at top 
Which letter do you think worked best? To see how we 
rated them, and they actually worked 
turn to page 42 
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Business Mart of America, inc. starts their search 
for business buyers and sellers by mailing 8,000. - 


000 of these double-duty pieces per year. The re- 


ply envelope is designed to get inquiries from in- 


terested sellers . . 


. and a miniature insert is en- 


closed to get inquiries from prospective buyers. 


BUYER 
INQUIRIES 


Seller inquiries are rovted to o BMA. field 
representative in los Angeles, New York, 
Chicago or Atlante. He calls on the local 
seller confidentially, explains the ad- 
vertising program, and fills ovt and returns to 
the home office o detailed survey describing 
every aspect of the business for sale. 


Buyer inquiries ore rovted to BM.A.'s Buyer 
Dept. in Los Angeles, where they ore put on 
Remington Rend tob cords for o master fi 
of buyer prospects. The Punch Coder 
records each inquiry’s particular desire on a 
RR date card keying it for type, size, lo- 
cation and price range of business wanted. . 


ANT TO BLY A BUSINESS 

or do you have one you 

want to sell? If your answer is “yes” 

to either part of the question, keep a 

close eve on your incoming mail for 

the unpretentious-looking promotion 
pictured above 

Unless you're a professional man 

or run a huge national corporation, 

chances are good that you'll get this 


mailer along with a total of 


7,099,999 other businessmen who'll 
also receive it this year. 

four months about mil- 
lion of these pieces are sent to a re- 
volving list of business names . . . 
taken from a wide range of direc- 
tories and other sources (excluding 
professions and giant corporations). 
If your name pops up... you'll find 
the mailing is far from “fancy.” It 
consists of nothing more than a busi- 


ness reply envelope and a miniature 
insert, both mailed in a small window 
envelope. 

Although this package may never 
win any layout, design or printing 
awards, it serves a successful, double- 
duty purpose .. . as the first step in a 
unique service for buyers and sellers 
of business firms. 

The 8.000.000 mass mailers come 
from Business Mart of America, Ine. 
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Once the seller signs a contract for B.M.A. 
services (costing anywhere from $150 to 
$3,000, based on a proportional B.M.A. per- 
formance schedule) presses in BMA's own 
los Angeles printing plent stort turning ovt 
direct mail, advertising the business for sale. 
The seller's offer also appears in medio shown 
ot the right. 


Every week, the entire file of buyer cords is 
matched on o RR automatic sorter with a pre- 
coded file of oll BMA. seller clients. Each 
seller tab card contains a printed description 
of the business offering which is sent to 


accurately-selected buyer prospects, along 
with @ Pictorial Dota Folder shown at right 


B.M.A.'s advertising program for seller clients includes list- 
ings in newspaper, trade journal and financial publication 
ads... as well as in general lead-getting direct mail pieces. 
An individual two-color Pictorial Data Folder plus a tab card 
describing the business are also prepared. Both of these are 
mailed to buyer prospects who are automatically matched 
for similar interest on the Remington Rand selection system. 


. which is a brand new and more 
descriptive name for a six-year-old 
organization formerly known as 
Charles Ford & Associates, Inc. 

With main headquarters in Los 
Angeles, and branch offices in New 
York, Chicago and Atlanta, Business 
Mart’s only business is finding the 
right type of buyer for any business 
up for sale. The company holds no 
real estate license, nor does it fune- 
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tion as a business broker. What Busi 
ness Mart of America does offer is a 
service of nationwide advertising and 
promotion, linked with fine inquiry 
selection .. . to find, refine and pro- 
duce a perfect match as possible be- 
tween particular business buyers and 
sellers 

This is accomplished through a 
continuing program of cooperative 
newspaper, trade journal and other 


publication advertising . in which 
sellers participate for a standard fee. 
A seller can choose any amount re- 
tainer from $150 to $3,000 . . . for 
which he gets proportional représen- 
tation in all media mentioned above, 
based on a wide-spread B.M.A. adver- 
tising performance schedule, 

In addition, he gets his business 
for sale profiled in B.M.A.-created 


direct mail sent to prospective buyers, 


are 

i 
23 


Teletype communication between Los Angeles, 

New York, Chicage and Atlanta offices keeps 
all BMA. field rep instantly in- 
formed of latest buyer interest in ony por- 
tievler b This ibles them to set up 
an interview between the prospective buyer 
ond seller chent as soon as possible 


The final step: Prospective buyer meets business 
seller. in many cases, a local broker (selected either 
by B.M.A. or the seller) is now brought in to help 
negotiate the actual sale. if the sale is made, 
B.M.A.’s job is done . . . 8,000,000 double-duty 
mailers, backed with other powerful promotion and 
keen inquiry selection, have succeeded in bringing 
the right buyer and seller together. . . 


The detailed story of what happens 


Fifty percent of the pieces are Pic- 
to these inquiries how they are 


to the B.M.A. program ... so a large 
torial Business Data folders which 


part of B.M.A.’s own advertising costs 


picture and describe only the in- 
dividual client's business; while the 
rest are cooperative presentations 
describing up to five other available 
businesses. Mailings range from a 
total of 5,000 pieces for the $150 re- 
tainer to 100,000 for the $3,000 fee. 
If the price for this total promotion 
package seems amazingly low (and it 
is}, one reason for it is that B.M.A. 
plans, creates, prints and mails all 
the material right in their own fully- 
equipped Los Angeles plant 
where gang runs and other produc- 
tion short cuts help make the low cost 
possible. Another reason is that many 
eof the mailings also include an appeal 
to other business sellers to subscribe 


a4 


are absorbed in promotion they cre- 
ate for clients. As B.M.A.’s vice presi- 
dent Herbert Ruttenberg explains it: 
“We are using for our clients a by- 
product of our lead mailing, yet 
obtaining a tremendous utility from 
such a by-product.” 

B.M.A.’s prodigious process of find- 
ing the right buyer for the right seller 
begins with the millions of reply en- 
velope-insert mailers they send out 
every four months. As the basis of the 
operation, these broadcast mailings 
have a dual objective: to get inquiries 
from interested sellers (via the reply 
envelope} and to get inquiries 
from interested buyers {via the mini- 
ature insert) 


followed up, how they are keenly 
matched for similar interests, and 
how they are finally brought together 

is told in the picture sequence 
shown on these pages. 

While working closely and con- 
fidentially with their clients every 
step of the way, Business Mart of 
America offers no guarantee that their 
direct mail or other promotion will 
sell any business. Yet the young firm’s 
files are bulging with vivid proof of 
successful sellers — businessmen all 
over the country who now realize 
more than ever the power of promo- 
tion .. . and the importance of “find- 
ing the right prospect.” @ 
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Although the Christmas 
season is well behind 
us... here's a short case 
history about a yuletide 
idea well worth remember- 
ing next year. It shows how: 


F YOU WERE TO POLL a thousand 

businessmen at random, asking 
them what they thought of Christmas 
giving to customers, you'd probably 
get an overwhelming vote of approval 
for it. But it would be a reluctant and 
highly qualified approval, at best. In 
Miami last year, the G. & H. Group 
(big shops) of the Mail Advertising 
Service Association held a symposium 
on the question. The consensus was: 
“We hate it, but we're stuck with it!” 

Customers do look forward eagerly 
to receiving this “loot” from printers, 
paper manufacturers, letter shops, list 
brokers and other direct mail suppli 
ers, but the suppliers have learned to 
dread the Christmas season because 
of the dangers inherent in it. 

There’s the perplexing problem of 
selection to be faced. The head of the 
organization must go down on the 
Christmas list, of course. But it is 
often a lesser employee who is actual. 
ly responsible for placing the busi- 
ness. What do you do then? Give 
them each a gift? Of course, but 
shouldn’t the boss’ gift be a little more 
pretentious than the one you choose 
for the printing buyer? And then 
there’s the girl at the reception desk, 
who not only sees to it that you get 


DIRECT MAIL SOLVES 
THE CHRISTMAS ‘“‘LOOT”’ 


by Chet Sloane 


Circulation 


{ssociates, 


to see the people you want to see 
(without cooling your heels for an 
hour) but happens to be a fairly ap- 
petizing dish as well. And the boss’ 
secretary ... you have to take care of 
her; and a few other people in the or- 
ganization, all more or less directly 
connected with buying whatever it is 
you have to sell. And you don’t dare 
overlook any one of them! 

Now if that were the only problem 
it wouldn't be too bad, although you'd 
probably find you've included a lot of 
people who really shouldn't be on the 
list at all and have omitted as many 
more that really belonged there. But 
getting the list in shape is only the 
beginning. The headache really starts 
to pound when you try to figure out 
what to give to whom. 


“Standardization” Creates 
Resentment 


Of course, there's a quick solution: 
Standardize on one gift and, in true 
democratic fashion, treat them all 
alike. But alas, the true principles of 
democracy have not trickled down 
through all the various strata of busi- 
ness society. The Boss is a little teed 
off because you gave him and his as- 
sistant the same thing. The assistant 


resents a little bit the fact that the re 
ceptionist got an identical gift for no 
service other than wearing a low de- 
colletage and smiling seductively 
when you stood over her, waiting to 
be announced, The printing buyer 
can't understand why you should have 
given anyone else anything at all, and 
generally you may have created dis 
sension and ill-will where you sought 
to establish more cordial and friendly 
relations. So you try to figure it out 
very carefully, and make up a list of 
gifts that vary with the prestige and 
influence of the individuals on it. 

But even for a company with rela- 
tively few accounts it's a tough prob. 
lem. If the customers number up into 
the hundreds and you have an aver- 
age of two or three people per cus- 
tomer-organization to you 
may as well pull your roll-top down 
about October Ist and devote all your 
time and attention to the list for the 
remainder of the year. 


Reporter's Note: Here is a case history report 
you should read carefully, pass along to top 
management and file for future study when 
faced with the annual Christmas gift head- 
ache. Other concerns have used the technique 
described here with satisfying results 
But Chet Sloane's account of how Circulation 
Associates handled the problem is the first 
time we've been able to get such « complete 
report and comparison between the old and 
new system. 
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put your business messages 
on Hammermill Mimeo-Bond 


Tren attention for your sales letters, 
releases, whatever you mimeo- 
graph, will come naturally when they're 
bright, clean, easy to read 
Clean, easy-to-read mimeographed 
messages start with a paper that’s made 
for stencil duplicating work. Hammermill 
Mimeo-Bond,. It's now brighter and 
more opaque to give your Messages more 
visual contrast, more eve appeal. The 
new, firmer surface resists linting—even 
at high running speeds. And, you can 
get up to 2000 readable copies from a 
single stencil 
Colorful printed headings add appeal 
to your messages. Here, too, Hammermill 
Mimeo-Bond is a star performer—takes 
beautiful printing, letterpress or offset 
Hammermill Mimeo-Bond contains 
Neutracel ®— the exclusive Hammermill 
pulp that brings to fine papers the special 
qualities that nature grows in northern 
hardwoods. You get better looking « opies 


because Neutracel blends with other 
quality pulps to give Hammermill 
Mimeo-Bond a more uniform surface, a 
clearer, more attractive sheet formation. 
And Hammermill Mimeo-Bond still has 
the unique “air-cushion” surface that 
minimizes messy looking set-off on the 
back of your copies—one of the reasons 
it’s a favorite among thousands of stencil 
duplicating operators 
FOR SHORTER RUNS Choose new, brighter 
Hammermil! Duplicator paper. Provides 
outstandingly brilliant short run copies 
~gives up to 200 readable copies from 
a single master. Made especially for 
spirit or Azograph equipment 
Hammermill Mimeo-Bond and 
Hammermil! Duplicator will fit your 
color Signal System. Their colors match 
corresponding colors of Hammermill 
Bond and Hammermil! Bond Envelopes. 
Hammermill Paper Company, Erie, 
Pennsylvania 


H A M M = R M | LL FOR BETTER COPIES FROM 


DUPLICATING PAPERS 


OFFICE DUPLICATORS 


C. A. Finds A Solution 


In recent years the trend has been 
away from Christmas giving, except 
where it has been a long-established 
custom. But if you've been doing it 
for years and years, how do you ever 
get out from under? 

Circulation Associates, Inc... pon- 
dered this problem last Christmas and 
came up with a highly satisfactory so- 
lution to it. It was a daring step, be- 
cause it had to be taken without any 
possibility of pre-testing and with no 
indication of what the reaction might 
be. 

In past years, the company had 
given carefully chosen individual 
gifts, impressively wrapped, to hun- 
dreds of its customers and their em- 
ployees. For weeks prior to Christmas 
whole departments were inundated 
with gifts, gift boxes, wrappings and 
the other impediments of large-scale 
iving. Normal business operations 
had to be suspended in some sections 
of the organization. Constant check. 
ing and rechecking was necessary to 
avoid slighting anyone who should be 
remembered. The executives of the 
company were preoccupied with the 
delicate problems of “to give” or “not 
to give” and if so, what? 

By Christmas of 1956 the problem 
had grown out of hand and president 
Ed Lustig was forced to make a de- 
cision. 

With some misgiving he prepared 
a letter that was mailed to the com- 
plete list of persons who had received 
gifts in the past. The choice of phras- 
ing was a delicate job. In its final 
form the leiter read: 


Dear Mr. Jones: 

It has been our custom in the past, as you 
know, to mark the Christmas season with 
gifts to certain of our customers 


mo 
These have been mere tokens of the value 
we placed upon their goodwill and were not 
in the nature of a reward for their patron 
age 
To you, or any other single recipient of 
these remembrances, the gift itself could 
have had relatively little material value. The 
spirit in which it was sent, rather, was the 
significant factor 
Therefore, instead of small individual gift« 
to our customers, we are lumping the sum 
into a single large contribution, to be made 
in your name, to the 
BOR RUBIN MEMORIAL FUND FOR CANCER 
RESEARCH 

which supports laboratory facilities at the 
Flower Fifth Avenue Hospital, for research 
into the control and treatment of cancer of 
the brain 
Shortly after Christmas you will receive an 
acknowledgement from the hospital of your 
participation in this constructive program 
I believe it will mean much more to you 
than any personal gift possibly could 
With best wishes for Christmas and the 
New Year 

Cordially 

Ed Lustig 
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The response was immediate and 
thoroughly reassuring. A flood of let- 


ters came back, complimenting the 


company on the course it had taken 
and, in a few instances, enclosing ad- 
ditional checks to be added to the 
fund! Typical of the reaction to the 
plan were such comments as: 


“I'm ever so much obliged and delighted 
to have a contribution made in my name 
A truly inspired idea! I think you 
made a splendid choice What a won 
derful idea! . You couldn't have done a 
nicer thing and [| am delighted you 
thought of it . . . | think this is a marvelous 
idea and you are to be congratulated for 
such a wonderful undertaking This is 
one of the nicest things | have heard about 
in a long time... I have always felt that 
this business of firms sending Christmas 
gifts was a terrible headache to everyone 
concerned . . . As far as | am concerned, 
I endorse your action 100% in making 
your contribution to cancer research . 
want you to know that | appreciate the 
contribution you are making in our name, 
in lieu of a Christmas gift I heartily 
agree with this the true spirit of 
Christmas goodwill | heartily agree 


with your decision and | am hen 
ored that you will include my name as 
a participant | can imagine no more 
worthy cause than to suppert cancer re 
search What a wonderful idea! I am 
sincerely grateful for any contribution that 
ha- be en made im my name l am im 
hearty agreement with the contribution to 
the fund for cancer research. It ix a fine 
theught This is a capital idea and most 
fitting to the spirit of the Season I've got 
too many Cavanaugh hat» anyway 


The company’s misgivings, there- 
fore, proved to be entirely without 
foundation. The cancer research proj- 
ect reaped the benefit, Circulation As- 
sociates was free of the burden of 
detail that has involved it in the past, 
and its customers were pleased to ee 
been identified with this gracious ges- 
ture of utility rather than the 
more or less perfunctory gifting of 
previous years. 

It's a thought you may well tuck 
away i your mind for use in the 1957 
Holiday Season. People are human 


after all. @ 


ANOTHER GOOD IDEA 
FOR CHRISTMAS GIVING 


HE ALLEN HOLLANDER COMPANY, 

Inc., 385 Gerard Avenue, New 
York 51, N. Y. solved their Christmas 
gift problem this past season . . . 
with a sensile approach loaded with 
good-will and personal public rela 
tions. 

A few months before Christmas, 
customers and friends of the labei 
manufacturer received a short letter 
which read: 


Dear Bill: 
NO-we're not selling insurance or prying 
BUT—-we do have an idea that requires 
some personal information 
AND —if you'll take two minutes to fill out 
the enclosed questionnaire, I'll be very 
thankful 

Cordially yours 


Allen Hollander 


The brief questionnaire requested 
the recipient's full name, home ad- 
dress, birth date and the name 
and birth date of his children. Com- 
piling this latter information was the 
real motive behind Hollander’s query 
..« because the company planned to 
send Christmas gifts directly to the 
children, instead of to customers. 

A few days before Christmas, those 
who responded to the questionnaire 
(almost all recipients) received this 
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letter of explanation 


Dear Friend: 

Everybody loves Christmas. You love it 

| lowe it but the children enjoy the 
greatest thrill 

Truly, the spirit of the holidays in the home 
is a priceless end-of-year. experience. The 
joy of being together; the holiday tradi 
tions Christmas Eve, Santa Claus 
stockings on the mantle then, dancing 
eyes scan packages, anxious fingers pull 
away wrappings, squeals of delight ring 
through the house 

This year, we'd like to have a part in that 
episode in your home 

You responded to our questionnaire a few 
months ago Now the secret is out. We 
wanted to know about your children, to 
share the spirit of Christmas giving with 
them 

Our package is on the way 
pression of our good wishes to you and 
yours, for the best of everything for the 
Holiday season and a healthy and 
prosperous New Year 


A modest ex 


Cordially 


Allen Hollander 


There's no doubt about it that 
Christmastime means the most to chil 
dren... it’s a holiday really meant 
for them. And by keeping the spirit 
of Christmas giving where it really 
belongs, the Allen Hollander Com- 
pany endeared itself to many happy 
fathers . . . the label firm's best cus 
tomers. 
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PENNSYLVANIA TRANSFORMER COMPANY 
A McGRAW ELECTRIC COMPANY DIVISION 


December 10, 1966 


TO THR EMPLOYERS OF PEMWSYLYANIA TRANSPORMER COmPANT: 


Dr. Jonas tals, developer of the pollo vaccine, recently sald, *... there need 
be little, if any, paralytic pollomyelitie in the Onited States ia 1987 if oll 
whe are potentially susceptible are treated with vaccine that is now avellable.* 


In other words, the seane for conquering one of aankind'’s crippling 
eases te cure now . today! All of the fear and the euffering and the 

heartache that perelytic polio causes can be completely elieinated, if ee but 
mote use of the vaccine that sow te avellable for a8 well a8 chiléres 


Tour company eante to contribute to the realisation of thie dream by providing 
tree eho want thee Incidentally, ee are told 
thet our company is one of the first in the country te provide these shots for 
euployees, and it could be that the effect of our own vaccination progres eill 
be @ultiplie® many tiaes as other companies follow suit. 


Three shots are recommended for complete tamuntty ~~ the first two within siz 

of each other, and the third one from seven to year later. All 
three shots ofll be adeinietered Curing working hours, in our Piret Aid Pooe ta 
the factory. The program get underway eithin the next few 


Attache’ te little pamphlet thet answers some of the gost frequently heard 

questions about the police vaccine and aleo tells alittle aore about our own free 
vaccination progres here et Penneylvente Transformer. Be suggest that you read 
thie pamphlet carefully, ard then, tf you would like to receive the three police 
shots, please fill out the enclosed form and give it to your foreman or depart- 
ment heet no later Decesber 19 You will te informed of the and date 
for your first shot just soon as the necessary arrangements canbe completed. 


Every business and industry 
should jump on the band- 
wagon of this praiseworthy 

. . Started by 
Pennsylvania Transformer Co. 
Here's how their 


Let's gl) bere eres to conquer polte. 


lg J 
7. Buber 
Director of Industrial Reletions 


P.R. program . 


INDUSTRIAL EMPLOYEE CAMPAIGN 
HELPS CONQUER POLIO 


NE OUT OF EVERY FOUR persons 
hit by polio is 21 years of age 
or older. This stark reality has had 
polio authorities worried because 
very few adults have arranged to take 
protective polio vaccine shots 
But now, industry has provided a 
hopeful answer .. . by developing an 
employee public relations program 
which uses proven promotion meth- 


ods to help conquer polio 


One of the very first firms to come 
up with such a management-sponsored 
program is Pennsylvania Transformer 
Company, a division of McGraw 
Electric Company, in Canonsburg, 
Pennsylvania. It was here early this 
year that office and plant employees 
rolled up their sleeves to receive the 
first in a series of three polio vaccine 
shots : promoted, administered and 
paid for by Pennsylvania Transformer. 


The simple but powerful promo- 
tional push behind P.T.C.’s company- 
wide vaccination offers a good work 
ing blueprint for any other business 
or industry interested in a worthwhile 
program of public relations — “plus” : 

First announcement of the plan 
was made to P.T.C. personnel in the 
letter shown above from F. L. Huber, 
director of industrial relations. Sent 
directly to the homes of all 1600 
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P.T.C. employees it explained why 
and how the firm was offering free 
polio shots to all workers who 
wanted them. 

Accompanying the letter was a spe- 
cially prepared two-color folder which 
built up confidence in the offer by 
answering a host of important ques- 
tions about polio and the Salk vaccine 

Third enclosure in the mailing was 
a simple registration card . . . easily 
filled out and returned by employees 
who wanted to sign up for the free 
shots. 


In-Piant Promotion Helps 


Meanwhile, the plant and business 
ofhices were decorated with large two- 
color posters to help keep the pro- 
motion ball rolling. Employees be- 
gan talking it up and within a 
few days the card enrollments began 
to pour in. 

W. FE. Kerr, president of the com- 
pany, explains that P.T.C.’s free vae- 
cine program was developed with a 
double purpose in mind. “Besides 
providing our own employees with 
protection,” he says, “we want to 
help publicize the fact that polio 
vaccine is now available for adults. 
We are hoping that the money our 
employees save as a result of their 
free vaccinations will encourage many 
of them to arrange privately for other 
members of their families to obtain 
shots.” 


Campaign Material Available 


P.T.C. also hopes their idea will 
spread throughout all types of busi- 
ness and industry . and they have 
organized their campaign in that 
direction. 

Advertising manager Irving Isaacs 
tells us they have prepared a special 
packet of all P.T.C. polio shot cam- 
paign material, and will be glad to 
send one to anyone interested. He 
also says the silk screen poster and 
two-color folder (without P.T.C.’s 
signature) can be obtained in any 
quantity at printing cost. 

Dr. Jonas Salk, famed developer 
of the vaccine, has said “. . . there 
need be little, if any, paralytic polio- 
myelitis in the United States in 1957 
if all who are potentially susceptible 
are treated with vaccine that is now 
available.” So we hope many of you 
will write to Irving Isaacs (P.O. Box 
330, Canonsburg, Pa.) for P.T.C.’s 
packet of campaign material. Study 
it... and see if you can work out a 
polio shot program in your company. 

As the slogan says: “Let's all bare 
arms to conquer polio!” @ 


our Company is Offering You 
REE POLIO 


Tweo-color posters like the one shown 
above supported the promotion program 
throughout P.1.G.‘s Canonsburg plent 
helped remind employees of the company s 
free offer 


Employees reacted to the letter from their 
industrial relations director and other pro- 
motion. After they talked it over, hundreds 
signed up for the free polio vaccine shots 


Accompanying the announcement letter 
was the descriptive folder below. Sent to 
all 1600 PTC. employees, it answered 
questions about polio and the vaccine 

helped build up confidence in the program 
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TO ANY SIZE 


YOU WANT 


Reduced or Enlarged... 
Positive or Negative 


Still only *1 a word! 


With our newest equipment, Rapid 
Film-Lettering gives you a choice of 
lettering styles in exactly the sizes you 
need for your layouts or mechanicals, 
eliminating the usual delays and ex- 
pense of stats. 

No minimum. No extras. Round-the- 
clock service. All styles. Glossy prints 
for reproduction. Mail deliveries any. 
where in U.S.A. Order from Style Book 
DM. Free on request. 


RAPID 
TYPOGRAPHERS INC. 


305 East 46 St., N.Y. 17 
MUrray Hill 86-2445 


There have been many good uses of “magic ink” for 


invisible printing on blotters, postcards, etc. Now, General Motors’ 
elaborate uses of the process shows .. . 


MAGIC INK PRODUCTION GETS 
REAL “ACTION FROM BOOKLET READERS 


Dp” JACOBS, sales promotion man- 
ager of Seaman-Patrick Paper 
Company, 1225 Vermont, Detroit 16, 
Michigan sent us the best example 
yet of the use of Magic Ink Process. 

It is the latest booklet issued by 
General Motors for company em- 
ployees. Produced under direction of 
Warren Irving, Publications Section, 
Personnel Staff, General Motors Cor- 
poration, General Motors Building, 
Detroit 2, Michigan. 

The basic part of the piece is a 
sixteen page, 8 x 10" booklet 
Printed in black and yellow. Second 
color used mostly for reverse blocks. 
All « opy hand lettered Rough erayon 
Tithe: The A.B.C.'s o} 

(some highlights 
Annual Report). A 
story of the 
structure. 
Fas- 


illustrations 
Earnings 
from the GM. 
fast moving, graphic 
company's vast business 
Any child could understand it. 
cinating! 

But the masterpiece is the wrapper 
stitched to the cover. This is printed 
in dark blue on a light blue blotter 
type stock. Heading on first cover: 
“Try this Magic Quiz about G.M.” 


Subheads urge employees to try it on 
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their friends. Then on all four covers 
(blue) there are 16 questions in quiz 
style. Three possible answers to each 
Guess is to be checked Opposite 
each set of check boxes a large blank 
box. 

When all 
checked, the cover 
from the inside booklet 
tire blue sheet is to be dipped in 
water. The blue stock becomes water 
darkened, andthe answer 
shows up in each box in white figures 
or letters. We understand this terrific 
production made a big hit. And 
rightly 80. 

We've seen plenty of examples in 
the past of simple uses of magic ink 
(or invisible printing) on post cards 
or blotters. But this is the most elab- 
orate and completely appropriate 
adaptation. We predict the idea will 
be copied extensively for employee 
and stockholder reports. 

Maybe you can get a copy if you 
write to Warren Irving. It deserves 
a place in your idea file. If you ever 
want to use a similar idea . . . get 
in touch with The Reporter for advice 
on finding production facilities. © 
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RETURN CARDS 
CAN REVEAL LOST 
MERCHANDISING 
APPEALS 


— BURGER, advertising man- 
ager of B. Heller & Company 


(manufacturing chemists), Calumet 
Ave. at 40th St.. Chicago 15, IIL, 
tells us about an interesting experi- 
ment with return cards. Instead of 
using simple “Yes” and “No” check 
squares requesting literature ... Mr. 
Burger thought properly designed 
cards could give valuable clues for 
future campaigns. 

In planning an engineering service, 
for instance, the management felt that 
the aspect most needed by the pros- 
pects would be “financial counseling.” 
So the promotion pitch was in that 
direction. But on the return card 
(asking a representative to call) five 
other areas of possible interest were 
listed. Like this: 


Ways ond means of reducing ovr operat- 
ing costs. 
New sausage formulas 
| ral | and 
Products to improve color 
Products to improve flavor 
Products to improve yield 


After three months’ trial, adman 
Burger tabulated returns and found 
that his pet appeal, “financial aid,” 
had drawn almost no response, 
whereas “ways and means of reduc- 
ing our operating costs” had drawn 
fully half the check marks. So the 
questions on future cards were re 
drawn to represent areas of approxi 
mately equal interest. Revised card 
read: 


Reducing ovr labor costs 
Expanding ovr production 
improving color of products 
Improving flaver of products 
Adding new sausage formulas 
Increasing ovr yields 


Now the letters, salesmen and engi- 
neers devote attention to problems in 
proportion to the prospect's interest. 

Seems to this reporter like Henry 
Burger has hit on an idea for making 
his own automatic and foolproof 
“motivation research.” Could be ap- 
plied in many businesses. List all 
your pet appeals (or benefits) on 
your return cards. Let the votes of 
the activated prospects tell you what 
appeal is most popular with the 
majority. 
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neenah reports a 
scientific fact: 
you can ‘just tell” 


which are the 
important letters 
in your 


the appeal 
of quality is 
always subtle 


A quietly important reason for using 
a fine cotton fiber bond by Neenah 
for your business letterheads. 


You can help create a 
letterhead that help» your 
company succeed. The 
first step is to ask your 
printer for a free copy of 
the second series of “The 
Right Letterhead for You.” 


neenah paper company 
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A SERIOUS PROBLEM 


Some Sage Advice for Letter Writing 


Business Executives 
by Henry Hoke, Sr. 


An unexpected, but most welcome, 
visitor arrived on the front porch re 
cently. Hadn't seen him for fifteen 
or more years .. Rebert K. Orr, 
formerly president of Wolverine In 
surance Company of Lansing, Mich 
igan. He is retired now, and he and 
his wife spend a lot of time in Eustis, 
Florida. We had a lot to talk about 
; because Bob taught me more 
about letters than | learned from any 
one else. First met him along about 
1932, when he visited Postage and 
The Mailbag offie. At first, thought 
he was a littl “cracked” over his 
radical ideas for teaching business 
men how to write better letters. He 
had attended a long-ago DMAA con 
vention in Detroit . heard John 


LABELING 


All addressing systems operate more efficiently, accurately 
and economically with the addition of this CHESHIRE 
machine to apply pre-addressed labels to envelopes, post- 
cards and pamphlets up to 11” x 14%". 

Speeds to 10,000 per hour save time, labor and errors. 
Mailers find this equipment invaluable. 


USE 


CHESHIRE 


EQUIPMENT 


Investigate without obligation. 


Howie Wright speak. One little item 
in that talk gave him an inspiration. 
Went back home and put a new plan 
into operation one of the first 
insurance people to use preapproach 
direct mail and limit salesmen’s calls 
to inquiry followup exclusively 
Then Bob revamped all correspon- 
dence tactics. He became an inspired 
researcher of business letters of all 
kinds . studied the subject from 
every angle. Finally broke down the 
faults of most business letters into 
the now well-known four divisions: 


(1) Useless and unnecessary words 
and phrases; (2) Improper arrange- 
ment of words and phrases; (3) In- 


correct expression of thought; (4) 


AUTOMATIC 


CHESHIRE 


'NCORPORATEO 
1644 North Honore Street + Chicago 272, Illinois 


Offensive and displeasing words and 
phrases. 

Bob then started teaching employee, 
adult and student groups by the anal- 
ysis or voting method. That is, letters 
were revised or corrected by majority 
vote on each of the four divisions. 
He proved by this method that most 
of the textbooks on English or letter- 
writing used in the schools were com- 
pletely cockeyed. 

Bob was one of the “professors” 
in our first Direct Mail School back 
in 1939 in New York. Most of the 
students will never forget him for 
the good he did them. Some of his 
teaching techniques have been adopt- 
ed by the present crop of teachers 
... but there is still a long way to go. 

Since Bob Orr was here . . . I've 
been worried about a serious prob- 
lem we discussed. It has cropped up 
repeatedly, | make talks before busi- 
ness groups, urging better business 
letters. So do other speakers. We try 
to give, in a brief time, the formulas, 
rules, ete., for better writing of rou- 
tine letters. Then the businessman 
goes back to his desk and tries to 
reform. He hasn't had the right back- 
ground: he is saturated with out- 
moded customs and expressions: he 
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freezes up and becomes worse rather 
than better. I've tried to help person 
ally some of the businessmen who 
have had that experience. It's a tough 
nut to crack. 

So... after Bob left, I've been 
trying to dope out some simple train- 
ing program for businessmen. The 
average businessman .. . not the em- 
ployees of firms like New York Life 
or Prudential. (They can afford ex- 
tensive training programs.) I’ve re- 
read the transcript of Bob Orr's 1939 
teaching. Also reread most of the 
books on letterwriting in our library. 
Some are good, some go off on too 
many tangents. And we must face 
the fact that the average businessman 
just won't take the time to read a 
business book. Maybe someone in 
the American Business Writing Asso- 
ciation, as a research project, could 
take all the books so far written 
about modern letterwriting and boil 
them down to a short, easy-to-read, 
easy-to-follow pamphlet for the aver- 
age businessman. I'd like to do it 

. but time is so short. 


Four Ideas For 
Improving Business Letters 


But 


recommend to some of my friends 


here is what | am going to 
who want to improve their letters, 
but don't know how. | may hurt the 
feelings of a few omitted authors, but 
after reviewing most of the books on 
letters and direct mail... seleect- 
ed just four as a basic library 

|. For most immediate results, buy 
How to Write Successful Business 
Letters in Fifteen Days by John 
Riebel. Published by Prentice-Hall, 
Inc., 70 Fifth Ave.. New York 11, 
N. Y. Price: $4.95. Undoubtedly, 
this books ranks TOPS among all 
current and past hooks on letter- 
writing. (We reviewed it at length 
in The Reporter for October 1953, 
page 45.) It is intelligently and com 
pletely organized. Reader is supposed 
to tackle just one chapter each day 
for five days a week. Complete it in 
three working weeks or fifteen days. 
Chapters average between fifteen and 
twenty pages. The appendix, giving 
123 trite expressions and more than 
200 favorable substitutes, is price- 
less. We recommend that businessmen 
read it as instructed . . . then require 
each employee concerned with letters 
(including typists) to read it as in- 
structed (signing their name and 
reading time on flyleaf). | doubt if 
John Riebel’s masterpiece will ever 
be equalled. 
(Continued on Next Page) 
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Introductory Sale! \ 


save time and money, just e~ and paste! 


You get all this: (1) “Lime Art”—3 complete books. ™ 
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“Lettering”—24 pages, 8'2 x 11, newest lettering faces 
on adhesive-back stock! Regularly $16.85, now $5 to 
new customers only! Send check or purchase order. 
Prompt refund if. not delighted. Best of all, use your 
$5 as a credit if you decide to subscribe. Send for your 
$5 “Clip Book” kit today! 


HARRY VOLK JR. ART STUDIO | 
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2. Common Sense in Letter Wri 
ing i» written by William Butterfield. 
Published by Interstate Printers & 
Publishers, Ine N. Jackson St.. 
Danville, UL. Price: $2.25. This is a 
smaller and lighter book. Only 61 
pages. Bill is an oldtimer at the teach 
ing of better letters. His book is not 
as well organized for study as the 
Riebel book, but I'm recommending 
it for the excellent checklists and hu- 
morous illustrations. 


4. Buy, read and keep the new 
revised edition of How to Make More 


Money With Your Direct Mail by 
kdward N. Maver. Jr. Recently re 
published by Printers’ Ink Books, 
Pleasantville, N. Y. Price: $6. This 
is the best (hy far) basic book on 
all ramifications of direct mail. It 
is not, of course, entirely about let 
ters. But any businessman who uses 
letters for any purpose is using direct 
mail, This book is a perfect deserip- 
tion of letters and all direct mail. 
This reporter wrote the introduction 

and would not have agreed to 
do so unless it could be recommended 


unqualifiedly. Ed's compilation of all 
the facts about using the mail (am- 
plified since the first edition in 1950) 
will be must reading for years to 
come. There is no need for another 
book on the subject. 

4. If you want to go a step further 
from a simple study of letters 
buy, read and review Language in 
{ction by 5. 1. Hayakawa. Published 
by Harcourt, Brace and Co.. Ine.. 
383 Madison Ave... New York 17. 
N. Y. Price: $2.75. It isn’t easy read- 
ing. But it will shock you into a bet- 
ter appreciation of the importance of 
words. You'll get a new idea every 
time you pick it up and read a page 
or two. 

Those four beoks constitute our 
recommended basic library for those 
who want to improve their letter- 
writing. Perhaps | should add the 
miniature library of pamphlets of. 
fered by The Reporter (each con 
taining a feature research study of 
one phase of direct mail) . . . but 
that might sound immodest. 

I'm going to try those four books 
on a few friends and see what 
their letters are like a year from now. 

If any of you readers have ideas 
on how to simplify this problem of 
teaching the average businessman . . . 
send your thoughts this way. How 
about some of vou members of the 
ABWA who read The Reporter? 

Incidentally, we were sorry to hear 
that C. R. (Andy) Anderson has re- 
tired as ABWA secretary after all 
these years of consciencious service. 
but he’s being succeeded by a well- 
trained sidekick, Francis Weeks, also 
of the University of Illinois, Urbana. 
Ilinois. Maybe Fran can induce the 
ABWA to make this problem dis- 
cussed on the front porch . . . an 
association project for the future. But 
keep it simple. @ 


GOOD EDITORIAL 


The following appeared in the Fall, 
1956 (Vol. 15, No. 1) of Herst’s Out- 
bursts, house magazine of stamp 
dealer Herman Herst, Jr. of Shrub 
Oak, New York. Worth reading by 
all you folks worried about possible 
postal rate increases: 


POSTAGE RATE INCREASE 

Like most of us, we were pleased when 
congress declined to bovst postage rates 
simply in order to justify some trick book 
keeping that the Postmaster General slipped 
to the newspapers 

That postal deficit (which actually ix 
not a deficit at all) would be a great deal 
less if the Postmaster General himself 


THE REPORTER 


would stop using Post Office funds to in 
fluence legislation, an improper act in 
itself, and if he would himself read the 
reports of his own Committees, instead of 
secking outside surveys from firms who 
find it to their advantage to ignore facts, 
and agree with what they are told to find 
We like to poke a lot of fun at Congress 
but there are times when they do have 
their finger on the pulse of the nation, and 
when they represent our first line of defense 
against bureaucratic officials who try to 
eure phoney deficits by boosting the rates 
on the class of mail that pays for itself 
and winking at those classes which actually 
do lose money by the millions of dollars 
for the Post Office. You see, the average 
citizen's political power is nil; that of the 
national magazines and newspapers 
tremendous. That's also why you'll never 
read the true facts about the Post Office 
deficits in the magazines or newspapers 


Chicago Direct Mail Day 
Will Review Mock 
Edsel Car Promotion 

Chicago will do it again on April 
3rd at The Morrison .. . produce a 
big Direct Mail Day and launch an- 
other program innovation. The Day's 
Chairman, Wesley 1. Nunn, Adver- 
tising Manager, Standard Oil of 
Indiana, has announced that Eldon E. 
Fox, AM, Edsel Div.. Ford Motor 
Company, will be luncheon speaker. 

The afternoon program will be a 
presentation of a mock promotion for 
the yet unborn Edsel car. Art, copy, 
and plan will be presented by panel 
of experts, with another panel set-up 
to criticize, suggest and augment. This 
to be followed by comments from the 
floor. Ought to be a fascinating after- 
noon, 

Morning program will kick-off with 
keynote address by Wes Nunn. Then: 
1) “17,000,000 prospects and how we Reach 
them,” by Robert P. Palmer, Advertising 
Director, Remper Insurance Group 
2) “Whot's New In Allis-Chalmers Direct Mail 
by Arthur E. Thode, Advertising Manager 
Construction Machinery Division, Allis 
Chalmers Mfg. Co 
3) “Your Copy Tells the Story,” by W. Van 
Atta, Managing Director, Sears Book Clubs 


Other Direct Mail Days 
March 19th: Direct Mail Day in 4 ash 


ington, D 
March 20th: Direct Vail Day in Phil 
udelphia, “Brainstorming” will be the 
big feature of Philly's 6th annual “Day.” 
To be held at the Bellevue-Stratford 
Hotel. Philadelphia Direct Mail Day ix 
sponsored by the Philadelphia Direct 
Mail Club. J. Mack Nevergole (Roeland 
Uliman Organ.) is general chairman 
March 27th: Direct Mail Day in Neu 
York. To be held at the Hotel Roosevelt 
Sponsored by 31 associations, including 
DMAA, MASA, ete. Horace H. Nahm 
(Hooven Letters, Inc.) is general chair- 
man. Program will include a fall day of 
niques, exhibits and other idea-pro- 
ducing features, Main speaker will be 
Leonard Raymond ( Dickie-Raymond). 
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when results are important... 


PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques 

Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. S. A copy of “The 
Art and Technique of 
Photo Engraving” will 
aid you with your pro 
duction problems. Send 
$2.00 


HORAN ENGRAVING CO., INC. 


44 West 28th Street, New York 1, Y. 
MUrrey Hill 9-85865 
Brench OF Neweork, Allentown, Pa. 


ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 


SALES LETTERS, INC, «153 WEST 23rd ST. NEW YORK 11 TEL. WATKING 
‘id 
- 


/ 


TYME * NEVER STANDS STULL 
servicing your jobs 


If extra fast service 
is what you demand 
telephone us quickly 
our staff is on hand. 


A COMPLETE 
DIRECT MAIL SERVICE 


* Ty-Precess Letters * Mailing 

Multigraphing * Research 

Mimeographing Phote-Offeer 
Addressing Packaging 


yme 


LETTER SERVICE CORP. 
43 EAST 19th STREET, NEW YORK 3, Y. 


NEW! FREE for 
Direct Mail Users 


1957 Catalog of 
Mailing Lists — 
covering United 
State and all for. 
eign countries. 


PLUS 


Hundreds of 
IDEAS in. 

creasing yous 
direct mail 
sults. “Handy 
Check List” for 
mailers also in- 
cluded 


Send Request on Letterhead 


Berliner Mailing Lists. Inc., 
Dept E 684 Broadway, N.Y.C. 


Letters with that Folksy Touch 


wr to-eorth let 


horney 
ters talk the readers language. or’ 
One series yeor it. Write 
for 


That Fellow Bott’ 


Lee P. Bott, ir. 64 E. Jackson, Chicage 


letterhead 


An issue of the monthly Clipper is yours te 
wee without cost. You con creote sparkling 
layouts for printed matter with scissors and 
te pot. No obligation. Address 


Box 806W, Peoria, 


i My Mail Order Day i 


By Jared Abbeon 


MONEY, MONEY .. . let us 
talk about the stuff for a little 
while. If you are in the mail order 
field | assume it is to make money. 
Here and yon there might be an op- 
erator who is desirous of getting rid 
of a burdensome legacy or mayhap 
just wishes to keep busy in his spare 
time... but by and large most of us 
are in the game for money, legal 
tender, currency, coin of the realm, 
luere, pelf, dough, kale, rhino, brass, 
dust, sugar, salt mopus, tin, jack, 
hoodle, gelt, grease, mazuma, plunks, 
clinkers, beans, chips, wampus, horse 
nails and iron men. (Come to think 
of it, there are probably more slang 
terms for money than for anything 
else.) 

In mail order, a lot of money will 
pass through your hands. Remem- 
ber that it isn't the money coming in 
that counts, and it isn’t the money 
that is going out that counts. What 
counts is the money that is left in 
your poke after the inning and out. 
ting is finished. Unless every dollar 
you spend brings in a friend, it can 
even be a small friend, all you are 
doing is trading dollars. While this 
might be amusing, it don't put no 
crokers in the old tater sack. 

Just last week my accountant was 
checking over my books and he com- 
mented that my postage bill had run 
a few thousand dollars over the same 
month last year. So I told him that 
the trouble was that like most human 
beings my hindsight is better than 
my foresight. If | had known before 
I dumped those pie es into the mail 
which lists were going to pull the best 
| could have saved over $5,000 in 
expenses on lists that “broke even” 
or lost money in that one month alone. 
However, if he would take another 
look at the books he would see that it 
all averaged out in the end and we 
made money on the month. My last 
words were, “Maybe it is just as good 
that mail order is a tough way to 
make a buck, otherwise look at the 
competition we would have.” 

So... this month | am going to 
list Ten Ways to make those dollars 
stick to you instead of rolling along 


One: Get at least two guys to give 
you 4 price on everything you buy. 
Chances are you will buy from good 
old Cheap Charlie like you always 
do... but when C.C. knows he has 
competition he won't be tempted to 
slip a hefty price increase to you, his 
old “buddy-buddy” and “pet pigeon.” 


Two: Never be ashamed to ask 
“What's my discount?” and “Is that 
your lowest net price to any class of 
buyer?” | had placed orders for over 
$20,000 worth of merchandise with 
a company whose name is a house- 
hold word in this country when | ac- 
cidently discovered that by purchas- 
ing one air conditioner and one fur- 
nace blower | would be reclassified 
as a 4 star distributor and would 
have saved about 20° on all my 
purchases. After | told them to take 
their whole line and (Ed. Note: 
“CENSORED”; | found out they 
have more different classes of dis- 
tributors and discounts than Carter 
has pills. 


Three: Always take your cash, or 
10-day discounts. That 1% or 2% 
is the easiest money you'll ever make. 


Four: Don't give any diseounts (to 
retail customers that is). And make 
darn sure that anyone who gets a 
discount from you is a legit whole- 
saler. Thumbs-down to the guy who 
gets on the phone with “Ship me one 
at the carload lot price so | can 


sample it. 


Five: Don't hire nobody you don't 
have to, and don't hire him till it 
hurts. It's easy to add loafers and 
drones to the payroll. But only old 
Simon Legree himself could turn 
them out into the snow when things 
get a little slack. A little overtime 
among your present folks may do the 
trick. Or better vet, contract out the 
work. When you contract out a job 
you know the exact cost, period, sans 


‘ offee breaks 


Six: Buy staples like ofhee supplies 
in quantity . . . at the quantity price. 


Seven: Keep a jaundi« ed eye on your 
advertising agency charges for art, 
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plates, engravings, copy supervision 
or whatever else they disguise their 
barbill with. Ofttimes that 15° can’t 
cover their expenses, but if you pay 
them what they are worth, do it 
legitimately . . . not in some hidden 
phony charge or kickback. Like the 
photographer | knew who accidently 
met a client and was told, “Your 
pictures are sure worth that $150 I 
pay.” The snap-shooter never got 
over $15 for a black and white in 
his life. 

Eight: Test before you leap. 

Nine: Re-test before you leap 

Ten: Re-test the re-test before you 


leap. @ 


GOOD WRITING 


There is a short 31." filler which 
runs every morning in the S¢. Peters. 
burg (Fla.) Times. Don't know who 
the columnist is. Calls himself Ash 
Wing. But he certainly turns out 
some beautiful copy. It sings. We 
liked this sample from a recent issue. 
Passing it along for possible in- 
spiration. 

Ash's Hash 
HOGTOWN CREEK—I had a wonder 


ful breakfast this morning. In a fresh, new 
world 

First on the menu was a creamy custard 
pie. The topping was fluffy. Like soft, 
white clouds. 

Then, there was soup. Thick, like low 
hanging fog 

The greens in the salad were in tiny 
shreds. Crisp, like freshly mown grass 

There was music, too. From a huge sym 
phony. Like a hundred mocking birds sing 
ing. Some softly, others shrill 


In the background was a tender silence 
Not like the dull muteness of a church 
steeple, nor the monotonous lonesomeness 
of an empty room 

It was an alive hush. Almost solemn, 
reverent 


You'd never recognize the world at dawn 
trom your porch. It makes a wonderful 


breakfast ASH WING 


QUIZ OF THE MONTH 


If you were taking a trip through 
your post ofhce, observing all oper 
ations, and you heard employees 
using the following words . . . what 
would they mean to you? 


“Hash” “Red Man” 
“A Jackpot’ “Scheme” 
‘Killing Pouch” “Slugs” 
“Killer Bar” Vice” 
“Red” 
“Pouch” 


For description of this jargon de- 
veloped over the years by postal em- 
ployees, turn to page 46 
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METAL CLASP 
“Ym ENVELOPE CUTS MAIL 


Uff 
Hj 


{CLOSURE TIME 


LASP Enve 


FREE! Semples of Tension’s omering new 
KWIK-KLASP Envelopes to show you how they 
con stove you work, speed handling ond improve 
mailing procedures. No obligation 


TENSION ENVELOPE Corp. 


Campbell at 19th Street 
Kansas City 6, Missouri 


SEND THIS COUPON! it will bring you \ 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs 
wi TADDER NV ine. Chances are we have the BEST lists 
215 FOURTH AVENUE + NEW Yorn 3, ™.¥. | for your needs, yet they'll cost no more 
PHONE: SPring 7-7460 than ordinary lists. Our recommendation 


CHARTER MEMBER: National Council of service is FREE. Simply send the coupon 
Mailing List Brokers 


aoo (U7yaa 50 or 50,000 LETTERS 


TEM LETTERS 
OMOTIONS 
TO YOUR PR ! Individually typed in quentity 


ALL SIZES... CARLSON AUTOMATIC 

printed on TYPEWRITING SERVICE 

kromkote stock 1744 Clark St Chicege 13, ttt 
PRICES IN THE FIELD! Phone EAstgote 7.5496 


12,500 123.05 335.00 

Larger Sse Cords ond on Request of DIRECT MAIL 

Will yours t read? Do something new 

COMPLETE PHOTOGRAPHIC STUDIO ‘itferent. U Hove Better Mot 

15.00 per color shot soc wanteed to make your 

yd will, ot 

s with doc 

txciusive for you 


1465 BROADWAY 34.8 GYMER — 2123 9th St, Clevetend 15 


= 
= 
‘ Here's speed and co ince no other clasp envelope can ia 
Slide Flap Forward ah er ‘im stock ace, available 
in alll sizes for open end envelopes 
| 
New York MN Y er Monn City 8M 
4 10. es Mornes 14, lowe Fort Worth 12. Tes 
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Again, a completely new approach to 
modern business printing design—and a 
notable addition to former Howanp bonds 
and portfolios that have earned so much 
interest and esteem. 


Newest Howard contribution to 
The Art of Business Printing Design 


In “BONDTOWN, U.S.A.” a series of 
gate-fold pages sample letterhead and bus- 
iness printing designs in great profusion. 

A request on your letterhead will bring 
you a copy promptly. 


HOWARD PAPER MILLS, INC., HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


COMPANION LINES: HOWARD LEDOER « HOWARD MIMBPOOCKRAPH « HOWARD WHITING « HOWARD POSTING LEDOCER 
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UPGRADING 
LETTER COPY 


we Sen free 
thee 
for 


by Paul Bringe 
Milwaukee Dustless Brush Co. 


UPPOSE YOU WERE a recruiting of- 

ficer in the Navy. One of your 
duties is to write high school seniors 
and recent graduates, persuading 
them to enlist in the Navy. You are 
limited to boiler-plate out of head- 
quarters, or your own efforts on the 
ofhce mimeograph. 

Here is a letter from an officer who 
wanted to write his own. His selling 
point is a strong one — the privilege 
of choice of service before being 
drafted. It’s a point that will appeal 
to any young fellow who feels he is 
being pushed around. 


euiting Lette’ 


hee 
newrite of Nevy poul J. 


ton 
i 
Deer navcvion Have you 


hed your Pre ctive duty 


The letter rates fairly difficult in co you preter 


eas be military 
readability mostly because of long, you VOU branch of you OY 
rambling sentences. They average 38 put it you patter 
words .. . far too high for easy un- you hove you don't 
derstanding. Notice the cliches: “not you and tor 
. 66 ‘ 
too distant future”... “of the same pects chose you wor 
ind” of men your Novy nue long efter 
mind” .. . “fortunate enough” . . . Thowsends ore mony 
may be assured” .. . “definitely to reason else 
your advantage” . . . “for your in- whe yy entioting 
formation” . . . “please feel free. ne cave of ott 10 
on The wre rity stop 
The writer has been infected with your areft case, of your 
The rewrite is phrased in short chore, Wit you ove 
sho 4 tor 
sentences (twelve words average) and ever there 
simple phrases. It rates at the fifth one porns that's Once you rece! 
There nductio® noree 
grade level of readability, about on a you receive 
Cor 
choice instead of command and tries to oct ot full 
‘ So the vo yoursel! to with no one 
to make the writer sound like a man Vou ove mi 
. me 
who will help the reader. A young Then ott the 
vo vet ‘ 
fellow of draft age with the prospect tory me, what to 
ae loon wh yo 
of being yanked out of protected You will wit nove 


experiences now tor oF ovr 


home surroundings and pushed into 
I plesse 


the armed services. needs someone 
he can trust and believe. The letter 
tries to supply that need. @ 


sincerely 
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will help you turn your mailing 
lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with 
TESTED IDEAS and TECHNIQUES 
gathered from 20 years’ experience — to 
bring you added profits year after year 
hep by step, this informative Book an 
ewers your questions and shows you how 
to find overlooked profits trom your mail 
ing lists, Send today for your FREE 
COPY of “How to Double Your Net 
Profits from Your Mailing Lists.” Jus 
attach ad to letterhead or business card 
No obligation 


Dept 
Mosely MAIL ORDER 


LISTCSERVICE, Inc. 
Mail Order Litt Headquarters 
Newbury Street Boston 16, Moss 

“Mosely vomde thea Checks” 


Direct Mail and Mail Order 


COPY 


@ thet mokes SENSE 
@ thet mokes SALES 


@ thet mokes BUYERS wont 
te do business with you 


Write me about your plen: 


of problems 
All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards Dertnell Geld Medel 
Editer of IMP, “The world’s emotiest 

howe organ” 


. 
any produet or 
Ol Se service by mail 
or house-to-house 
You can use our direct mail 
promotions profitably 
We supply the complete 
mailing ‘‘package”’ 
there is an absolute 
minimum of effort on 
your part 
Write for FREE SAMPLES 
and list of our clients 
j in your field 


THE 
SLOAN-ASHLAND 
DIVISION 


Suite 903 Merchandise Mart 
Chicago til. 

Sellers of merchandise through 
direct mail promotion 


Created and or 
produced by a 
team of experts 


Typwritten letters 
Flyers 


Brochures 
Campaigns 
repass letter service 
29 5S. WABASH AVE 
CHICAGO 3, CEntral 64056 


I GET A LOT OF FUN out of writing 
copy. The most fun, | believe, is 
during the “let ‘er rip” stage. That's 
when I first put on paper the sales 
points and ideas about a product or 
service I'm going to write about. This 
is the “do-it-yourself brainstorming” 
stage. Here's where | get a chance to 
let my mind wander all over the land- 
scape, set down every idea that comes 
with no attempt, whatever, to evaluate 
it. 

Some of these ideas are really fan- 
tastic. Often, at this stage, complete 
sentences or paragraphs emerge full- 
blown. Unusual leads pop into the 
mind and are put down on paper. 
Often these wild ideas, slightly toned 
down, find their way into the final 
draft. 

Then comes the process of elimina- 
tion striking out ideas, phrases, 
sentences, even paragraphs that sim- 
ply “won't do.” Often it’s difficult to 
decide between 2 or 3 different leads 
which have come out of the do-it- 
yourself brainstorming. Same thing 
with the offer. I've known copy jobs 
on which I've written the offer ten to 
fifteen different ways, and have ended 
up with a combination of the best 
parts of 2 or 3 of them 

All of this is fun. Then comes the 
real labor. The hard work. Polishing. 
At this point the letter isn't a letter 
at all. It's just an accumulation of 
paragraphs, sentences, phrases 
like the nails, plumbing 
equipment, roofing, and glass that go 
into the building of a house. Now the 
building begins 

The job now is to fashion these 


lumber, 


separate sentences, phrases and para- 
graphs into the letter. Here comes the 
labor of 
phrases to create a smooth transition 
from one thought to another 
the statement of a benefit to the brief 
and believable proof; from the proof 
of the benefit to documentation. 
Throughout this phase of “polishing” 
I've got to keep it interesting, exciting 

‘ answer the reader's question 
“What's in it for me?” And make him 
read, understand, and feel the urge to 
do something about it 


writing those “connector” 


from 


Copy” 


A Merthly Clinic Conducted by Quuille7 Red 


Here's where you give your letter 
flow. Not the flow of a sluggish river, 
but the flow of the brook that finds in 
its way bends and curves and stones 
and twigs, but still keeps rippling 
along. (Come now, Reed, let's not go 
literary.) At this point you quit look- 
ing at the different elements and look 
at the letter as a whole. You try to 
give it symmetry. You try to make 
every word, every phrase, every sen- 
tence lead toward your one objective 

to make the reader take the action 
you want him to take. 

To do this you have to visualize 
the man or woman who will receive 
your letter. What are his or her preju- 
dices? What does he like or dislike? 
Make it easy for him to agree with 
what you say. Carry him along with 
you. Pile evidence on evidence, proof 
upon proof, Leave no doubt in his 
mind that what you offer will make 
his life more pleasant, his work easier, 
give him a feeling of superiority. En- 
able him to visualize greater profit, 
better efficiency, more leisure, or 
whatever the product you are selling 
offers in the way of a benefit. 

Forget you're writing a letter. For- 
get you're writing at all. Talk to him 
in a language he can understand and 
that will convince him. There's no 
place here for the “literary.” It's 
plain, down-to-earth printed salesman- 
ship. And don’t write anything that 
you'd be embarrassed to put in words 
if you were face to face with the pros- 
pect. 

A good copywriter is a salesman 
first, and a writer second. Above all, 
he’s human. knows he’s dealing with 
other humans who are as unpredict- 
able, as illogical, as flighty, and as 
stubborn as he is. Your job is to 
prove to the reader you've got some 
thing he needs wants. If he 
doesn't want it you've got to make him 


want it. 


Worn Out Plugs 


Every piece of direct mail that 
comes into this office is dated and 
filed alphabetically. In this way I 
keep abreast of what's happening in 
direct mail copy and what my clients’ 
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competitors are doing. | just read 50 
letters picked at random from my file 
of direct mail copy. As I read these 
letters word for word, | was impressed 
(or let us say, unimpressed) by the 


similarity of copy .. . especially mail 


order copy. 

So many of them sound exactly 
alike. So many ot them use the same 
old verbal clinkers: “Mail the card 
today”... “You are one of a chosen 
few” .. . “Without obligation” 
“Use the handy order blank” 
“You'll be mighty glad you did,” ad 
infinitum. 

Of the 50 letters in this group, 23 
of them made “special offers.” Only 
one of them was a bona fide “special” 
offer. That was for the sale of a book 
at a pre-publication price. | wouldn't 
have believed even this one special 
offer were it not for the fact that I 
know the particular book offered has 
not yet been printed, and the offer 
was really a pre-publication offer to 
underwrite publication costs 

It's about time we put these old 
worn-out plugs out to pasture. It's 
about time we substituted common 
sense, sincere, eflective writing for 
the oft-repeated bromides of direct 
mail copy. Let’s say it differently. 
Let's get away from the worn-out 
phrases that have been used so often 
they roll off a reader's mind like 
quicksilver off a seal. 

From this bit of research | have 
made up a list of phrases that need 
freshening up. In my copywriting | 
rewrite these phrases in an attempt to 
give them freshness, more appeal, 
and make a reader's mind sit up and 
take notice. Those of you interested 
in making your copy more exciting 
might profit first, by recognizing 
these bromides, and second, from 
making an attempt in your copy to 
improve on them. For instance: 


The supply is limited, (Who believes this? 
If enough orders come in coulda't you 


replenish your supply’) 


Satistaction guaranteed, (Spell out the 
guarantee, Otherwise the phrase has littl 
sales value.) 

Without obligation. (To whom’ De you 
mean “You're not obligated to pay for this 
widget unless it does everything you expect 


it te do?” Then say so.) 


De ut now, (Why “now.” Wouldn't tomer 


row satisfy you’ 


fhbsolutely tree. ("Free” needs no qualih 


{<1 now bets it is too late. (Toe late for 


what’) 


lion 't put u off. (Cive me a reason why 
shouldn't put it off.) 


(Continued on Next Page) 
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FRESH NEW LIST 


The names of the Major Buyers of Advertising Essentials and 
Sales Aids in the New York area are now available. 

1957 edition of NOBLE’S LIST is on Elliott addressing plates. You 
can rent all or part of these 9,491 important buyers (national firms 
and advertising agencies). $20 per thousand 


Advertising Managers 1875 
Sales Managers 1965 
Art & Photo Buyers 1405 
Sales Promotion, Merchandising, Display Monagers 152¢ 
Advertising, Production, Graphic Arts & Printing Buyers 1190 
Public & Industrial Relations Directors, Motion Picture & 

TV Directors & Purchasing Agents 1536 


TOTAL 949! 


The stencils are changed and additions made daily, thereby guaran: 
teeing at least 96°% accuracy. Over 3,000 personnel changes made 


last year 
Write or Phone: Thomas B. Noble, Chairman 
Advertising Trades Institute, Inc. 
135 East 39th St. New York 16,N.Y.  LExington 2-9921 


@ 1957 Nobl List 268 pages with hard « can be purchased tor 935 
which includes year-long supplements 
@ Write for Guest Tickets or Exhibitor Information for any A.T.1. Shows 
Advertising Art, Photography & Modern Reproduction Show 
Rilemmore Hotel, N. Y. March 26, 27, 28, 1957 
National Sales Aids Show 
Statler Hotel, N.Y4 May 27, 28 
Advertising Fosentials Show 
New York Caty, Novembe 


SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 
There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from LET FELINS cuT YOUR 
MAILING COSTS. WRITE FOR CIRCULARS AND 


PRICES NOW. FELIN _— MACHINE CO. 


Ge 
16, Wie 


You've been waiting for it - IDEA A RT. 
here it is—the incomparable, new: 

ust published — 3rd edition of _ portfolio no. 
Idea Art “Art in Season.” 72 ’ 

completely new pieces of light-touch art 

spiced with copy to release 1001 ideas. 

An entire section of cue sheets invaluable 

to demonstrate uses. Reproduced on 

Kromekote cover stock, in deluxe 9x12 

multi-ring plastic binder. $27.50 per copy, 

complete with reproduction rights 

A limited edition order today 

5-day Free Examination 


IDEA ART 
/ 307 Fifth Avenue, New York 16, N. Y. 
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30 central cooling systems sold 
in February (!) credited to 12 page 
ad reprint mailed to 40,000 homes 
taken from air conditioning prospect 
file. 11,000 to 12,000 individuals 
visited showrooms. Periodic door 
prizes given and results way above 
previous Feb, when no sales promo- 
tion was used. 
x 


24% response in trade show 
hootn using direct mail, Contractor 
sent card with one cuff-link (shaped 
like house) inviting recipient to at- 
tend booth, colleet matching link. 


Insurance letter yields 20% re- 
turns for agent. Decides what neigh- 
horhood, takes photos of houses, 
pastes photo on personalized letters 
estimated at cost of l3¢ each. One 
policy written 18 months after mail- 
ing. Customer claimed he chose agent 
because he “liked” advertising. 


$ 


$32,922 worth business from 32 
inquiries obtained by direct mail 
reports lumber dealer, 9 of 32 were 
converted to pole structure sales 
amounting to $186,920 in one year. 
Further sold $1 4.632 related materi- 
als to these same customers, Another 
lumber dealer selling to farmers keeps 
his crew of 7 busy within 30 mile 
radius of town of 6,000 people. He 
promoted a “FARMER'S DAY” in town 
of 94 and got more than 700 regi 
strations at his warehouse 


nail sketches of outhenticoted direct mail 


The purpose of this deportment is to give you th 
successes. In order to get @ release of confidential figures, we have promised that names and 


eddresses and identifying details will be withheld 


1 out of 4 laundry prospects be- 
came regular customers after di- 
rect mail promotion. &-piece mailing 
gets business. High selectivity of his 
lists is secret. He picks households 
wherein men must change shirt every- 
day (also where wife works). Test 
included 50% discount offer on shirts 
and up to $3 on drycleaning. 16% 
responded for drycleaning offer 


$ 


Direct mail produces 89 for every 
$1 spent! Men's clothing store pro- 
gover traffic. $400 budg- 
eted for first mailing and yielded 
$2,251.60 traceable sales; Second 
mailing also budgeted $400 produc- 
ing $4,893.13 traceable sales. Old 
charge accounts reactivated plus new 
business. 
$ 


31% of people in supermarket 
area recalled receiving direct mail 
from major bread company while 
only 7% recalled newspaper ads and 
only 3% recalled TV commercials. 
Study was conducted by advertising 


$ 


$5,000 worth service orders pro- 
duced by jumbo direct mail card 
for auto dealer. Out of 5400 cards 
offering brake reline price, 88 orders 
in 30 days! Some was for other 
than brake work. Cost was 4.4¢ per 
card mailed, 


agency 


eleven, 73 dropped to three 


can be easily sampled 


Which Sheffield Letter Worked Best? 


— From page 21 — 


We took a gamble and guessed that letter #2 would work best. It did (statistically) 
Preceded, of course, by number one. Letter £1 brought five inquiry cards; 22 pulled 
but two of the replies were from largest manufac 
turers whe hed ignored first two. Total replies on this enormous campaign 19 
or just about 20%. This proves, we think, that when you hove a product which 
it pays to get the sample into the prospect's hands 


REED-ABLE COPY 


You'll be mighty glad you did 
make me glad’ Tell me.) 


(What will 


Check the attached card and drop it into 
your outgoing mail. (1 hope you don't think 
I'm stupid enough to drop it in my incom 
ing mail.) 


oling orf” 


We don't find many letters among 
the 50 we have just read starting off 
with “warm-up” paragraphs. Most of 
them begin with a “benefit” para- 
graph. Also, most of them use what | 
call “cool-off” sentences. 

These sentences are like the jump- 
ing up and down of a prize fighter 
when he’s donned his robe after a 
fight. The jumping up and down has 
nothing to do with the fight itself. 
It's just a method fighters use to cool 
off gradually. 

Too many writers of direct mail. 
when they've told their story and get 
down to asking for the order, cool off 
with such sentences as “You'll be 
mighty glad you did,” or “This could 
be the most important decision you'll 
make today.” 


A Dread Disease 


Advertising in general (not just di- 
rect mail) seems to be suffering from 
a sales-killing disease with a long non- 
medical name “Overstatementitis.” As 
far as I can see, this disease is caused 
by over-excitement, enthusiasm for 
the product, the desire to high-pres- 
sure a prospect, and a copywriter's 
fear that he won't get his point across. 

A case in point: Recently a manu- 
facturer who makes a product selling 
at retail for 3% an impulse item 
sold from a counter display card 
called on me in my office. He brought 
with him layout and copy for a folder 
he planned to use to sell a merchan 
dise-filled display card to retailers. 
The heading on the folder read 
“BANK BIG PROFITS ON THIS 
USEFUL HOUSEHOLD ITEM.” The 
profit on the item was the usual re 
tailer’s 40 per cent, or approximately 
l5e. BIG profits Overstatementitis 

Another symptom of this dread 
disease is the problem-solver. He's the 
fellow who makes a useful little prod 
uct, but for it he claims to solve your 
shipping problems or your sales prob- 
lems, or your accounting problems, ot 
whatnot. He never modifies his claim 
with the words “Helps to.” No, sir. He 
goes the whole hog and naturally the 
reader of such absurd claims doesn't 
believe them, isn't convinced, too 
often doesn't buy. 
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Enthusiasm is a necessary ingredi- 
ent in a piece of copy. So is faith in 
the product and what it will do. But 
when your copy reads like an “adver- 
tising claim” it ceases to be good sell- 
ing, reduces confidence in the thing 
you are selling, and hurts advertising 
in general 

There's no use drawing a moral to 
the few paragraphs above. Every good 
copywriter can draw his own. 

It has pro- 
cedure for a mailer renting lists which 
might duplicate each other, to insert 
a little slip in the mailing which says, 
in essence, “If you are already a (sub 


become standardized 


scriber or user or customer) ignore 
this letter.” Some mailers go further 
and explain the reason for the dupli 
cation. 

One company makes a sales point 
of this idea. It puts a PLS. on each of 
its letters as follows: “Already sub 
scribed? Then how about subscribing 
for each salesman and executive? It 
pays!” 


Say What You Mean 


As readers of this department have 
come to expect, we usually close shop 
with an item illustrating the impos 
tance of a copywriter saying what he 
means. Sounds like a simple thing to 
do, but it isn’t. 

This month we swiped an example 
from Back Talk, the wonderful Little 
house magazine published by J. M 
Kesslinger & Associates, 37 Saybrook 
Place. Newark N. and we quote 

“A farmer wrote to the questions 
and answers column of a rural paper 
‘Can you tell me how 


long cows 
should be milked?’ The next issue 


carried the answer: “They should be 
milked the same as short cows, of 
‘ ourse’.”” 

Here's another from a women’s ap 
parel shop advertisement: 

“Sheer stockings designed for lux 
ury wear, but so 
many women wear nothing else 

This I want to see. @ 


CHICAGO U. WINS 
FUND RAISING AWARD 


The University of Chicago won top 
prize among 700 contestants for best 


serviceable that 


all-round direct mail campaign ( Les 


Shively’s University of Louisville 


came in a close second). The award 
is sponsored annually by Time Life 
The sponsor has reprinted the nine 
award winning letters, with supple 
mentary data in a 24 page, 6” x 9” 


(Continued on Page 
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Rat er line Situat.on Help Wanted Minimum 4 lines 
ted Dept.. The Reporter, 224 7th St 


Address: ( 


Garden City, N.Y 


ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—-$35 00 
per M. 100% accuracy guoranteed 
POLLARD. ALLING-——-3 line proofed and linked 
$25.00 per M 

Advertisers Addressing System 

703 N. 16th St., St. Louis 3, Mo 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 


campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service 
martin Advertising Agency, 15 £. 40 St 


Vept. 33A, N. Y. LE 2.4751. Est. 1923 


DIRECT MAIL EQUIPMENT 


Rebuilt & Guaranteed Addressograph Speed 
aumat-Elliott Addressing Machines. Grapho 
types - Cabinets - Trays - Plates - Frames. Mimeo 
graphs Multiliths Postage Meters-Tyers-etc. Sur 
plus Equipment Purchased 


James Eckstein 


326 Broadwoy, N.Y. 7, N.Y. HAnover 2.6700 


EQUIPMENT FOR SALE 


One Set-O-Type, no Solenoids to worry about 
Also a Speedaumat. P. J. Kiernan, 6112 37th 
Ave., Woodside 77, N. Y. HA 4.6677 


EQUIPMENT WANTED 


USED CABINETS WITH TRAYS 
to hold 2°” 4'/9"' Elliott addressograph stenci! 
plates. Write to: Advertising Dept, Man 
power, Inc.,, 820 N. Plankinton Ave 
kee 3, Wise 


Milwoau 


FOR SALE 


CARBOFF 3 « 5 Index Cards for mak 
ing copies of mailing lists while address 
ing envelopes or letters. Self copying, carbon 
less--$1.70 per 1,000 fob. Rochester, NY 
Also CARBOFF self copying popers. Somples 
and prices on request 

Waxon Carboff, inc 

8 Commercial St 


Rochester 14. NY 


250M jumbo Elliott Stencils. Size 4 « 43/22 
Manila, New, will sacrifice. Make offer for 
all or part lot. Also 1000 green metal trays 
wth fronts and backs 
Pian, Union, N. J, Call Mr Hurley 


6.4500 or write 


Grace Holmes Club 
MUrdock 


WEL? WANTED 


We Went 


@ young, ombitious direct mail man or women 
preferably with Book Club experience, to heed 
up new deportment. You'll work herd becouse 
you'll do most of it yourself but you'll be able 
you be building 
Adequate starting salary 
Reply fully to Box 31, The 
Garden City, N.Y 


fo put your ideas to test 
your own future 
Chicago location 
Reporter 


Lists 


Direct Mail Proven Buyers. Over 790,000 Alpha 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows ovr 
reputation for resulty Rodale Press, Emmaus 


Poa 


CANADA'S BEST MAMING LIST 
275,000 live names on Elliott stencils 
Call your list broker--TODAY 
or Tobe's, St. Catharines, Ontario 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers Wholesalers Manufacturers 
Banks Churches Institutions 
Choice of 350 Other Lists 
We Charge ONLY for Addressing 
Usually Completed within 3 Days) 
Write for FREE Catalogue 
SPEED ADDRESS KRAUS CO 
48.0! 42nd Long Island City 4, 
STillwell 4.5922 


TYPE FOR OFFSET 


Save with FOTO FONTS. Unit cost per font 
sharpest 
reproduction. free samples and details. A. A 
Archbold, Publisher, Box 20740. K, Los Ange 
les 6, Calif 


only 20¢! Easy to set and align 


WANTED TO BUY 


ORDER BUSINESS individual 
Your reply will be treated 
Wilkin 


MAIL Private 
wishes to diversify 
with respect ond confidence 


Greenfield, Obie 
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pamphlet. These pamphlets have been 
distributed to a large list of college 


president and alumni secretaries 


but more are available. If you will 
write to Ernest T. Stewart, Execu 
tive Director of American Alumni 
Council, 1765 Massachusetts Ave.. 


N.W., Washington 6, D.C... he 


will send you one 


But Ernie makes one stipulation 
Last time The Reporter mentioned 


one of his releases . . . he was 


swamped with requests. Too many 
for his office to handle. So... send 


| him a self addressed envelope with 
| a 6¢ stamp on it. You'll like these } 
| fund raising letters. Lots of swing 
and breezy conversation. Shows that : 
erudite humor has a place even in J 
educational campaigns. Also drives 
home a lesson that good direct mail : 
does not need to be fancy and ex- , 
pensive in order to be effective. @ ' 
i 
ANSWER TO QUIZ 
OF THE MONTH 
Here are the descriptions of jargon words I 
or phrases used by postal employees. (From h 
slways-interesting Curtis Courier, hm. of 
Curtis 1000 Ine. Hartford, Conn. Edited by & 
Thomas Dreier.) u 
NIXIE A piece of mail that can’t re 
ivered because the address is incorrect, illegihl © 
a 
Can you see your company image tn 
(ine of the highway st offices (on 
HOT entitled preferential 
Public relations starts with your letterhead — service, ouch as special delivery letter 
your most frequently used means of communication. wy 
Are you satisfied that yours truly reflects the integrity re 
and position of your company? have room in | which 
New brighter, whiter WESTON BOND excells fistribution as soon as space is availa 7 
in brightness, whiteness, opacity, texture and finish 
... in every way except in cost. Your letters will | advance deliver C 
look cleaner, neater, more impressive against the | “Bare Fi 
background of its brilliant whiteness and cotton | “RED"—A piece of registered mail (a te w. 
content quality. — ae 
Ask your printer to use brighter, whiter WESTON | RED cogictry clock, while “RED 
BOND on your next lot of letterheads... or write | who handles registers ma 
for sample book and make your own comparison. 
Address Dept. DM. Byron Weston Company, Dalton, |. “$1 seme of Gret-clase IN 
, A Massachusetts. Makers of Fine Papers for Business yo ha 
VICE”"—Useed to mean “in place of.” For ex 
Records Since 1863. | ample, it may be used when one employer tak = 
on 
‘ po 
pr 
- ap 
WESTON 
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THE FUROR OVER A BOOK and a motion picture 

. « leaves us cold on the frontporch. Baby Doll has 
stirred up more fuss than any other picture in recent 
years. Of course, the fuss was sensationalized down here 
because heroine, Carroll Baker, was a St. Petersburg Charm 
School gal. We've read the script and have seen the movie. 
Just a high-pitched melodrama of a sordid slice of life. 
Powerfully done. It isn’t nearly as bad as Tobacco Road, 
Street Car Named Desire, parts of the Ten Command. 
ments ... or sections of the Bible, for that matter. Censor- 
ship is a dangerous thing. In this case .. . it backfired. 
Writers throughout the ages have painted verbal pictures 
of various segments of life. Some sordid. If the writers 
want to write, and the public wants to read or view, who 
is to be the judge . . . except the public. If the publi 
isn't entertained or if good taste is offended . . . the 
“work of art” will sink to obscurity. 

Same thing applies to the book Pitchman by Robin 
Moore (published by Coward-McCann, Inc., New York. 
Price, $3.95). The advertising trade papers have been 
howling bloody murder . . . claiming the book was another 
attack on the integrity, morals and competence of adver- 
tising people. The hullabaloo caused me to order and 
read the book. Author Moore simply reached back into his 
experiences during the early days of radio and television 
and painted a humorous and relaxing type of “escape 
novel” which both condemns and praises the characters 
he created. As for attacking all advertising . . . that’s 
nonsense. Some of the experiences are not pleasant .. . 
but there are unpleasant experiences in all stories of life. 


SAD NEWS FROM TORONTO |... . announcing the 
sudden death on February 6 of George Franklin. He was 
responsible for many outstanding Canadian direct mail 
masterpieces, Last time I saw his friendly face .. . he was 
helping me through a hassle with persnickity U. 5S. Cus. 
toms Inspectors to catch an already late plane for New 
York. Also sad .. . the sudden death (at his desk) of 
Carl Richardson, United Business Service, Boston, on 
February 14. Carl was most active in DMAA affairs. He 
was our cover subject for January 1955 issue, deserving a 
salute for sparkplugging the idea for the new and now 
standard Postal Manual. Front porch visitors also sym- 
pathized with well-known Helen Tarbox who lost het 
15-year-old son on February 10th. 


INTERESTING LETTERS FROM MANY OF YO 
have been passed around to visitors on the front porch . . . 
particularly those commenting on the controversy stirred 
up by our original item about the Supreme Court decisions 
on segregation: with additional observations on the im 
possibility of writing good copy by those who are violently 
prejudiced against some segment of the population. I can 
appreciate why some of you do not want to get your names 
involved. I believe, too, that good salesmen should not 
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The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


wear badges. But it's good to know how many fair-minded 
thinkers there are in this direct mail fraternity . . . those 
who resent man’s inhumanity to fellow men. 

One most encouraging comment came from a college 
professor who is now using parts of Scuttlebutt in his 
advertising and English classes. He says, in part; 

Henry, your out-spokenness on the segregation question furnishes 
me with a strong point for discussion not only with my classes but 
also with some of my fellow teachers. Of course, you know the 
criticisms levelled at advertising; and you no doubt are aware that 
we who include advertising in our courses are frequently taken to 
task because of “the lack of ethics in advertising.” Now, to have 
you speak up for justice and right on such a vital question, on 
which no few Reporter subscribers probably do not coneur with 
you, says plenty for the ethics of one advertising organ's personnel 
at least. | admire your courage and agree with your principles, 


IN SPITE OF FAIR-MINDED ATTITUDES, the 
hound dogs of hate are feeding their stuff into the printing 
presses. We hear Joe Kamp, of prewar propaganda 
fame (7), is at it again from some spot in Connecticut . . . 
fanning the racial flames. He is now “protecting” the 
south from communism (selling his pamphiets, of course). 
Benjamin Freedman is now grinding out a monthly Faet 
for Fact sheet which is a garbled mess of anti-Semitism 
cloaked as coming from a Foundation for Advanced 
Research Analysis. 

A Denver DAR blew up an interracial storm, which re- 
ceived national editorial attention, when she protested 
against a boy of Mexican parentage carrying an American 
flag in a school parade. She was fired from her committee, 
but parade had to be cancelled, 

An exclusive women’s club in St. Petersburg was forced 
to cancel a speaking engagement for a famous professor 
because of pressure brought by Americanism Committee 
of local American Legion. All this fuss over some youthful 
associations of a now strong anticommunist. Thank for- 
tune, most of the newspapers are courageous enough to 
expose and editorialize on these disgusting cases of 
prejudic e gone hog-wild., 

I still stick to the original point: You can't write good 
selling copy if you are violently prejudiced against any 
segment of humanity. If you want to sell people you've 
got to like ‘em, understand them, accept them. | believe 
that advertising people, with all their tools for molding 
opinions, should try to stem the tide of intolerance, prej- 
udice, racial and religious hatreds. It's the only way to 
make true democracy work 


ONE PROBLEM has popped up too frequently lately . . . 
and it can’t be discussed openly in print. That is, we can- 
not reveal confidential details, names, etc, But a number 
of advertising managers have been in trouble recently . . . 
trying to justify their direct mail expenditure with « new 
top-level financial management. Seems like lots of com- 
panies today are going through a new cycle of manage- 


47 


if 
i 
+ 
a 


FRONT PORCH 
SCUTTLEBUTT 


ment changes . and too often the new brains want to 
dump abruptly all the tried and true devices for keeping 
customers sold, In one recent case, there is the open threat 
that all direct mail should be dropped the money saved 
to be used for employing additional salesmen. The present 
salesmen have been successful because of the noteworthy 
and consistent preapproach selling of informative direct 
mail. These advertising managers come to us for help. 
What can we give them to convince the new lop manage 
ment’ A hard nut to crack. All we can recommend is the 
series of past studies appearing in The Reporter (now in 
pamphlet form). But it's hard to get top management to 
take a course in direct mail, Some of the blame rests on 
the shoulders of the advertising managers themselves 
We've been harping on it for years. You don't protect 
yourself and your job by keeping a running record of 
your achievements, Every detail. Even though you didn't 
want to enter the annual DMAA Leaders Contest, you 
should make up a yearly portfolio showing everything 
that has been used, why used, what results (even though 
the results may be simple testimonials). In other words 
make your direct mail efforts into a personal contest. Be 
prepared to show top management (old or new) exactly 
what you have done in A-B-C fashion. If any of you 
Scuttlebutters have any ideas on this problem . . . send 
them along We'll protect names when requested 


THE ANSWER IS NO! Remember, we were trying to 
induce the Post Othee Department to change handling of 
Form 3547 allowing clerks to indicate, where there's 
a new post offee box, that firm itself is still in same loca 
tion; then allow mailer to put both street and P. O. Box 
number on address plate... thus making proofs of plates 
usable by salesmen for followup. But Post Office says it 


would cause too must h ‘ onfusion Sorry. you folks. wetr ied 


THANK YOU ALL who responded to item in January 
Scuttlebutt asking that our name and Clearwater 
address be added to your mailing list. Those who didn't 
take action are hereby requested (urgently) to do so. Lots 
of helpful items (present and future) have been uncovered 
by this new supply of selling mail. To tell the simple 
truth we ve learned a lot about many things just by a 
careful reading of the copy 

For instance a mailing from Stroblite Company 
75 W. 45th St.. New York 36. N. Y.. informed us all about 
how this invisible makeup stuff in liquids, chalks and 
crayons with UV blacklight, is being used for sales presen 
tations, magic stunts, as well as in the entertainment world 
Idea is being presented very effectively by direct mail 

In other words, we want to see what all of you are doing 
in the mails. Provides endless conversation on the Front 
Porch, Sometimes with unexpected results 


BOK CRAMER OF OZARK FISHERIES, 
Stoutland, Missouri in writing about our story of his 
new fish shipping container (January 1957 Reporter, page 
M)) told a story which should be passed along. There had 
been a number of local highway accidents involving young 
people In one tragic case, eight youngsters in a piekup 
truck were injured One died Among the parents ofm 
jured there was consicle rable ‘ ondemnation of the iriver 


whe survived. Bob remembered Jack Carr's statement to 


the coroner's jury at time of the death of his oldest daugh- 
ter, Carolyn. Dug it out of his files and read it to the 
perents. Condemnation stopped, So Bob sent the Jack Carr 
story to his friend, Hugh Waggoner, Superintendent of 
the Missouri Highway Patrol. Hugh thought it the best 
description of our problems today . 80 he is reading 
Jack's statement in his speeches to PTA and other groups 
throughout the state. 

For those who are not acquainted with the story, we'll 
repeat it from the January 1939 issue of The Reporter, 
and from my introduction to Jack Carrs book Cordially 
) ours. 

Jack's eighteen-year-old daughter had just been gradu- 
ated from high school. She and three other young people 
were out driving. Another car sideswiped them, forced 
them over high curb, car caught fire. Three were burned 
to death, but driver was thrown out and survived. Jack 
sensed that coroner's jury was inclined to make an ex- 
ample by punishing the young driver. He said to the jury: 
It must strike you strange that |, who have just lost my most 
cherished possession, should plead for leniency to the one who has» 
unintentionally been the cause of this tragic affair. But punishing 
him would not bring back my girl to me. The blame for such 
tragedies goes further back than on the shoulders of the young 
people whe are involved in so many of them today 
We, the parents, are so much involved in our own selfish seeking 
for pleasure that the young people are left pretty much to them 
selves. We permit them, at sixteen or eighteen, to drive high 
powered motor cars over miles of dark roads at night. Our roads 
are lined with dance halle and gin joints catering to the young 
boys and girls, Our movies give them an unnatural, unhealthy 
conception of life. We give them everything that tends to then 
detriment and fail to find them honest job« when they complete 
colle ue 
Many sympathetic friends have said that “God reached out and 
took our prized possession.” That strikes me as being unfair to God 
| cannot conceive of a God so cruel. No, we cannot place the blame 
on the broad shoulders of our God, The blame belongs to a genera 
tion of parents, side-stepping their responsibility The blame, 
ventiomen of the jury, is mine and yours!” 

After two hours’ deliberation, the verdict was “unavoid- 
able accident.” Maybe some of you would like to pass this 
eighteen-year-old story along as Bob Cramer has done in 


Missouri. 


HARRY PORTER CANNOT STAY IDLE. Although 
he recently retired as senior vice president of Harris- 
Seybold Company, Cleveland, he has just become execu 
tive vice president of the Education Council of the Graphic 
Arts Industry. Will be located in council's Washington 
office (5728 Connecticut Ave.. N.W.) and will travel 
extensively. No one better qualified for the job 


THERE IS ONE THING which should be made clear, 
especially to newcomers among Reporter readers. None of 
us on The Reporter staff or among the monthly columnists 
have promised to furnish individual counseling service; to 
rewrite copy; or create new copy That job is for the pro- 
feasionals who do so for a fee. Several recent cases have 
heen insistent. One in particular addressed to Paul Bringe 
wanted a letter constructed for a new service to be dis 
pate hed by return mail to meet a “deadline.” Sorry folks 
it just can't be done. If we changed that policy . we 
wouldn't have time to produce the magazine. But we do 


want to get samples of your work for possible comment 


Good luck always 
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Atlantis 


Whatever your duplicating equipment may be 
—from offset to mimeo, {rom ditto to multilith— 
there’s a specific ATLANTIC PAPER to enable you 
todo a better-quality job. 


ATLANTIC PAPERS offer you greater opacity, to 
prevent “show through.” ATLANTIC’s “just-right” 
bulk and stiffness mean smoother running always. 
Moisture-controlied for dimensional stability, 
ATLANTIC PAPERS assure you More accurate reg- 


ister on every run, no wasted time and effort on 
re-runs. Above all, every ATLANTIC sheet has the 
uniformity required for color, cleanliness and 
affinity for ink. 


Whenever you need top-notch performance from 
your equipment—to deliver a top-quality job—- 
your best bet is to run it on better-made, better- 
looking, better-performing ATLANTIC PAPERS, 
Call your ATLANTIC Merchant today. 
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SPRING MAILINGS 


Do YOU Reach 
the HOMES You 


Want To Reach? 


WITH THE H 
PERCENTA< 
DELIVERA®B 


SPRING mailings for SPRING Sales and SPRING Promotions 
are only as effective as the accuracy and deliverability of the Oc- 
cupant Mailing Lists in use. The “catchiest” piece of direct mail 
is not profitable if it reaches only 50 or 60 per cent of the pros- 
pective customers. When Storing puts your message in the mail 
to “Occupant, Anywhere, U.S.A.” it has a proved 98 per cent de- 
liverability. Frequent use of the Storing lists keeps them at the 
peak of efficient customer contact. 


Whether you use Storing’s Occupant Lists (or provide your own 
present, former and prospective customer lists) — Storing’s 
stream-lined operation manned by experienced personnel guar- 
antee you TOP results. Ask us to “blueprint” your next mailing 
job—we'’re as close as your phone, the telegraph office, or the mail 
box. Remember—we have only one business—Occupant Mailing 
Lists and Occupant Mailing for regional, state, county, city, trade 
area or specific cities in the nation. 


239 N. Fourth St. COLUMBUS 15, OHIO CApito! 8-574) 
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